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We're SWELLING 
because @ SEL 


* Talk about a newspaper going places! Take als 


a 
is 


e We're swelling because we're selling . . . selling at New York city, — 
and suburban newsstands faster than any other five-cent daily 
"paper and any other Sunday paper that families buy for 
~ cents or more... selling by the storeload all kinds of produ 
and services that advertisers have to offer. And we're selli 
because we take home a wealth of lively entertainme 
fast-reading news and features that hundreds of thousan 
of on-the-go, able-to-buy families won't do without, 4 “* 
evening after evening ... Sunday after Sunday. | 


If you want to go places in the New 
York market, make sure they're 
the right places... in the 
Journal-Amerie 


it’s better in the evening . . . 
and it’s best in the 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Elks are a big, expanding market 
for business equipment and services. 


49% are business or professional men. 

38% are business executives. 

They employ 4,314,360 people. 

41% own or contro! 1,207,021 JULY 15, 1955 
business vehicles. 


Elks are the leaders in business 
and in their community. You can reach 
this rich market in 


The Elks Magazine. GENERAL MANAGEMENT 


Get the whole picture about 1,065,630 Elks (ABC). General Foods Organizes Management and Marketing 
See the new Ross Federal Report packed with “For the Next 10 Years" 


See sert Peen end Cel magaoias. By Lawrence M. Hughes, Feature Editor ........ 


MAGAZINE New Group Takes GF's Helm 


In Staff-and-Line Setup 


New York Detroit 
Chicago Los Angeles 


GF Creates New—and Stronger—Sales Divisions 


“Distribution Service” Frees Area 
Sales Managers for Creative Marketing 


GF Triples the Number of .Area Sales Managers 


GF Offers Salesmen Stronger Incentives 


GF Territory Teams 


Now Earn Bonuses 


Record Advertising and Sales Budgets 
Boost GF's Volume 


GF's $62 Million Ranks 
Among Advertising's "Big 5" 


New Products Add to GF Volume 


A MEMBER OF 
FEDERATED PUBLICATIONS 


INCORPORATED Strong Sales Efforts 
Aimed at Leadership 
Represented Nationally by 
SAWYER + FERGUSON - WALKER - COMPANY 


NEWS? APER PUBLISHERS REPRESENTATIVES 
GF Out to Win Foreign Markets 


SALES MANAGEMENT 


MARKETS 


Population and Rank, Leading Cities 


Total Net Effective Buying Income and Rank, Leading Cities 


ADVERTISERS 


Total Retail Sales and Rank, Leading Cities ‘ PLACED 


Per Family Effective Buying Income, 4C0 Cities 


ADVERTISEMENTS 
PRODUCT DESIGN AND DEVELOPMENT ee ae 


Joe, Josephine and Joe, Jr.: 
The People Who Use Your Products 


ADVERTISING 
scape AGENCIES 
How to Find, Classify, Contact 


Your True Market Potential in 1955 Annual Edition of 


By Nathaniel R. Kidder and Francis E. Hummel .. Yr H OMAS REG | STE R 


The Record Speaks for Itself! 


SALESMANSHIP 


Red Carpet Salesmanship Rolls READERSHIP-ZERO 


Month's Selling into 2!/, Days 


0 
With a rented red carpet, a borrowed Fruehauf trailer, BUYERSHIP-100 0 


some props and an idea, Ac’cent’s E. G. Freeman set out to 
sell a “chicken program” to food buyers responsible for 


1,120 stores. He gave himself half a week . . . and made it. 9 Really Pays to Advertise tn... 
By Elsa Gidlow .... 5 


SELLING TO INDUSTRY HOMA ; 
If You Sell to the Industrial Market . . . | 
Get ‘Em to Test It . . . and It's Nine-Tenths Sold 
Acetogen gas, a relative newcomer, is challenging acetylene’s 
supremacy for metal-cutting. It’s making headway because: 


1. Selling stresses benefits to management and worker. 96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


2. Selling revolves around in-plant demonstration. 


3. Selling is documented with performance reports. 
By S. H. White, President, Acetogen Gas Co. ..... 
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Advertisers’ Index Marketing Pictographs 
Comment Sales Trends (Industrial) 
Executive Shifts Scratch Pad 

Human Side They're in the News 


Letters Trends 
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Cc harge TT an y | 


of the adults in New York City & suburbs who used 
charge accounts or credit plans in the past year 


are News readers- 

There are altogether 4,780,000 Daily News readers, as 
disclosed in the most comprehensive survey ever made 
of New York City newspapers —with characteristics 
and purchases of readers of each. See the 


Profi le of the millions 


based on 10,349 personal interviews by W. R. Simmons 
& Associates Research, Inc. Visual presentation by 
appointment only. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Women's stockings - 40%, 


of the women (15 vears or older) in New York City 
& suburbs, who bought stockings in the past year 


are News readers- 


Daily News women readers total 2,290,000. They 
buy most of the street dresses, suits, blouses, 
skirts, coats, shoes, hats, children’s clothing, 
corsets sold here . . . are New York’s majority 
customers for apparel, groceries and toiletries. 

You can learn significant facts on buying habits in 


Profile of the millions 


a visual presentation of new data on all New York 
City newspapers. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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If you were a Purchasing Agert... 


WOULD YOU BUY YOUR OWN PRODUCT? 


Of course you would! Because you know all about it. But 
how much do industry's PAs know about your product? 


Have you sold them on its advantages.. 
the company behind it? 

Put yourself in the PA’s shoes. Would you give 
yourself the order on the basis of the information he 
has now? 


-its quality... 


Successful salesmen stress the importance of selling 
the PA as well as the plant executive. Advertising in 


If you sell an industrial product... 


put PURCHASING power behind it! 


PurcHAsING Magazine can help you do the job. Read 
regularly by the men responsible for 85% of industry's 
buying, PurcHASING gives you the largest available cov- 
erage “of industrial purch: ising executives. Preference 
surveys show that PAs rank PURCHASING Magazine first 
among industrial publications.* 

So make sure you keep industry's PAs well-informed 
about your products and your company—through regu- 
lar advertising in PurcHASING. 


*Data source on request 


PURCHASING 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


A basic magazine on any industrial advertising schedule! 


A CONOVER - 


JULY 15, 


MAST 


1955 


PUBLI 


CATION 


you can buy 


ONI: 


HEARST SEGMENT... 


SOME or ALL 


TIMING 


You can Time your Color LIFT 
advertisements with your 
Sales Moves in each market. 


Purchase space for any one city, some 
or all, and stagger dates as you please. 


Buy Magazine Editorial Excellence 
with Newspaper flexibility. 


BIG CIRCULATION...BIG READERSHIP...BIG MARKETS 


6 SALES MANAGEMENT 


PICTORIAL T-VIEW 


NEW YORK sourNnAL-AMERICAN 


| PICTORIAL 
if | Livine 


LOS ANGELES 


, | EXAMINER 


‘ . (hieae gq hnericdl Hl 
Pictorial Fae |: 
& i 4 
MS Pi: 


PICTORIAL REVIEW 


po 

Ba St HEARST 

2 alae SUNDAY 
ieee INDIVIDUAL 
AMERICAN | MARKET 
wecate GROUP 


MW AM REE ? Represented Nationally By 


SEATTLE Hearst Advertising Service 


POST-INTELLIGENCER 


JULY U5, 1955 


‘BY GOLLY, 
{ WE'VE HITTHE \ 
\ JACK POT AGAIN!) 


... says Perry LaBounty 


“We're sure bustin’ our seams this year. 
First we hit that old 5000 city market 
figure and now we're listed as the 44th 
hottest market in the country by National 
Market Analyst.” 


BLOOMINGTON-NORMAL 


ILLINOIS % CITY ZONE 


NOW 


351,025 


Biggest population gains in history 


Biggest home-building boom . . . with 600 
new homes (Av. $15,000) in 10 subdivisions 


Over 100 industrial plants going full blast 
.+.+Including brand new $7,000,000 G.E. 
plant 


Average family income $6120.00 (National 
av. only $5,274) 


ILLINOIS’ FIFTH LARGEST 
NEWSPAPER RETAIL MARKET 
(Excluding Chicago) 


"$152 Million subscriber purchases 


In addition to 99% carrier-delivered cov- 
erage of the important Bloomington-Nor- 
mal city zone, The Pantagraph has a big 
plus market of 77,744, _ representing 
24,294 subscriber families in 85 communi- 
ties—97% home delivered. Any wonder 
it’s a potential Standard Metropolitan 
County Area. 


Get the new picture of the importance 
of this richest industrial-farm area in the 
Mid-West. Get all the facts from Gilman, 
Nicoll & Ruthman, national advertising 
representatives, or write Perry LaBounty, 
National Advertising Manager. 


*ABC Audit Report, Sept. 30, 1954, Para. 28-b 


Daily Pantagraph 


BLOOMINGTON-NORMAL, ILLINOIS 
127 mi. SW of Chicago—i57 mi. NE of St. Louis 


LETTERS fTorTne Epitors 


Attentoin: Bill Dorr 
SALESMEN’S CALL REPORTS 


Your article on selling salesmen on 
writing call reports in the June 15 issue 
(p. 106) is in my judgment excellent but 
I am most curious to know what ob- 
jections there are or could be to what 
to me is one of the most important values 
of reports—namely, the inclusion in the 
report of “If not, why not?” information 

. information about why a sale was or 
was not made. 


That information, it seems to me, is a 
must in providing the sales manager and 
home office with vital information about 
why the product does or does not sell 
so that they in turn can provide what- 
ever added sales material may be indica- 
ted as needed or make whatever changes 
seem to be called for in the product itself. 


In short, it’s my notion, on the basis 
named, that “Sales reports,” rather than 
“Call Reports,” might be a more under- 
standable and acceptable label to sales- 
men and bring in considerably more valu- 
able steering information to management 
in the basic interests of both. 


Make sense? 
F. Morse Smith 


Vice-President, in Charge 
Industrial Equipment News 
Thomas Publishing Co. 
New York, N. Y. 


> Both Sates MANAGEMENT and 
Mr. Dorr agree with the points Mr. 
Smith makes. The manuscript ran 
much longer than the page condensa- 
tion published, and in paragraphs not 
included in the final version Mr. Dorr 
amplified on the need for more de- 
tailed industrial reports stressed above. 


THE SALESMAN NEEDS A WIFE 

I was happy to see the article, “How 
to Help Your Husband Be More Suc- 
cessful” (SM, July 1, p. 28). I am sure 
that articles such as these do help. I feel 
that anything that contributes to the 
mutual understanding of the problems 
that are common to man and wife is a 
contribution to progress. I also believe 
that such articles help to broaden the 
belief that salesmen can truthfully be re- 
ferred to as professional salesmen. 


I thought the questions and the rating 
chart were excellent. I think that ax 
least two-thirds of them are so definite 
that there is no possibility of misunder- 
standing. 


In our meager experience we have come 
to believe that each effort we make to 
cultivate wives, no matter how small, is 
deeply appreciated. Probably we are doing 
too little but, at any rate, we are still 
trying. 


C. E. Souders 


General Sales Manager 
International Cellucotton Products Co. 
Chicago, Il. 


RECOMMENDED READING 


Many thanks for the Philip L. Patter- 
son article, “You—and the Best Sellers” 
(SM, June 15, p. 116). 


A reminder to maintain perspective is 
certainly apt. 


Followed your suggestion—bought the 
book to see what makes Willis Wayde 
tick. 

Don B. White 


Assistant to Director of Sales 
Herff-Jones Co. 
Indianapolis, Ind. 


WRONG-LINE APPROACH 


Thank you for the “Comment” editorial 
headed, “The Market Changes, So 
Change the Product!” (SM, June 15, 
p. 27), wherein you called attention to our 
Saturday week-end edition. 


I thought your approach was quite 
clever and universal in the manner of 
its application. Well done. 


I might call it to your attention—as 
other newspaper people might think we 
are doing a lousy job—that in showing 
the growth and progress of our Saturday 
week-end edition you quote the adver- 
tising figures as lines for the years 1952, 
1953, 1954. These figures were given to 
you as advertising inches. The correct 
figures in lines would be obtained by 
multiplying the figures you quoted by 14. 
For example, the 1954 figure you quoted 
as 120,499 lines should have been 120, 
499 inches or 1,686,986 lines. 


The quotation of the figures as lines 
rather than inches does not affect the 
theme or thought of your article; it just 
makes us look like rather poor salesmen. 


Russell Stokley 
Business Manager 
The Chronicle-Telegram 
Elyria, Ohio 


&> A number of other readers spotted 
this same error. Mr. Stokley is abso- 
lutely correct and we are indeed ab- 
ject. Which just goes to prove that as 
editors we are rotten mathematicians. 


SOME PLAIN DEALER TALK 


Re your June 15 “Trends” article, “Who 
Buys The Goods?” (p. 34), which recited 
some details about the distribution of 
sales by economic areas in Greater Cleve- 
land: 


An embarrassing misstatement was 
present in the first paragraph of your 
story in that it indicates that the distri- 


(Continued on page !2) 


SALES MANAGEMENT 


How to give salesmen “more time to sell”... 


Cartons that “zip” open 
cut unpacking time 70%! 


a 


: ." ina ‘ 
IBM's Tear Strip Container has a pull- A PULL on the tab and the carton zips THERE’S the machine, ready to install! 
tab, located at the corner seam, which is open, just like a pack of cigarettes. No The neatness and speed of this operation 
attached to a strip of “Scotcn” Brand knives, pliers, broken fingernails, hot help increase the customer’s approval of 
Filament Tape applied inside the carton. _flashes—or damaged typewriters! the product! 


Both salesmen and customers benefit when products RE I a ee ee 


are packed in Tear Strip Containers made with 
*“‘Scotcn”’ Brand Filament Tape. Why not let us send 
you a sample, together with complete information? 
Just clip, complete, and mail the coupon. 


MINNESOTA MINING AND MFG. CO. 
St. Paul 6, Minn. FU-75 


Please send me a sample Tear Strip Container 
made with “Scotcn” Brand Filament Tape to- 
gether with complete information. 


The only ‘‘quick-opening’”’ containers that work 
perfectly every time are made with... 


SCOTCH 


BRAND 


FILAMENT TAPE 


The term “SCOTCH” is a <Gaam trademark of Minnesota Mining and 
Manufacturing Co., St. Paul 6, Minn. Export Sales Office: 99 Park Ave., New 
York 16, N. Y. In Canada: P. O. Box 757, London, Ontario. 
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SALES MANAGEMENT 


SpAck 


es — he 


FOR NOW we will leave extraterrestrial 
matters to Junior’s out-of-this-world 
imagination. To the retailer in the pic- 
ture, space has a very down-to-earth mean- 
ing — newspaper space. It is the main 
source of sales and profits in her store. 
So far in 1955, the four Los Angeles 
metropolitan newspapers have published 
an average of five million lines of retail 
advertising every month — the greatest 
volume in years! 

One newspaper —the Los Angeles 
Times — carries the bulk of retail adver- 


tising in America’s third largest market. 


First of all in advertising, 


JULY 


BUYER 


Media Records figures show that local 
merchants place 45% of their own metro- 
politan newspaper advertising in The 
Times. The three other papers share the 
balance in a 24-16-15 percent ratio. 

The Times’ leadership in Retail Adver- 
tising (and in every other major classifica- 
tion as well) is traceable to best results. 
The effectiveness of advertising in the Los 
Angeles Times stems from the largest cir- 
culation in its history (442,878 daily; 
836,477 Sunday), the largest circulation 
lead ever recorded, and the greatest home- 


delivered circulation in the West. 


news and features, circulation and public service 


Represented by 
Cresmer and Woodward, 
es 


LOS ANGELES 


15, 1955 


New York, Chicago, 
Detroit, Atlanta 


and San Francisco 


ets. 


How fo stay with your prospect, 


All day, every day... 


“raise ASH TRAYS 


Each call your sales representative makes is expensive, “ not 
back up this investment with a fine quality reminder that sha es a 
favorable impression for your firm at low cost. 

Handsome glazed porcelain ash trays picture your firm, product 
or trade-mark in beautiful, permanently-fired ceramic color. The dec- 
oration is permanent, non-fading, absolutely guaranteed for the life 
of the ash tray. And at a slight additional cost, ash trays can be 


imprinted with names of individual representatives. Here is a unique 
way to present a ‘calling card" that's not thrown away, but remem- 
bered and appreciated! 


_ Two size ash trays—S" and 7"'—have 23 Kt. Gold edge, and 
information about your firm or product is printed on back of large 
ash trays at no extra cost. 


We believe that these ash trays can help you do your selling job. 
They've helped do one for us, and for this reason we'd like to send 
you two samples, absolutely free and at no obligation to you, together 
with our price list. 


Please just fill out 


and send in the 7 WORLD WIDE 
coupon below: SEE?’ Art Studios 


WORLD WIDE ART STUDIOS 
P. ©. Box 507, Covington, Tennessee 


Gentlemen: 


Please send me, absolutely free and at no obligation to me whatsoever, 
two samples of your Good Will Builder Ash Trays. 


NAME 
TITLE 
FIRM 
ADDRESS 


LETTERS 


bution of retail purchases of general mer- 
chandise was made for us by the A. C. 
Nielsen Company. This is not true. 


All of these distributions of sales have 
been made by the Market Research De- 
partment of the Cleveland Plain Dealer, 
not by Nielsen. The only function which 
the A. C. Nielsen Company has performed 
and does perform for us is to express 
the sales of certain selected commodities 
in food stores in Cuyahoga County, Ohio. 


Thomas M. Murphy 


Director of Market Research 
Cleveland Plain Dealer 
Cleveland, O. 


CHECKING SALES OF WIDGINS 


We have put your Canadian Surveys 
of Buying Power to many uses. We have 
used the statistics for comparative and 
for verification purposes, for example. In 
one instance that comes to mind, it was 
essential that we know how many wid- 
gins (let’s call them) were sold in Que- 
bec in 1952 (let’s say). Unfortunately 
Dominion Bureau of Statistics figures sup- 
plied us only with the gross Canadian 
sales of widgins; there were no pro- 
vincial breakdowns available. 


Now widgins are used in automobiles, 
so we checked registration figures and 
discovered, let us say, that 21.1% of all 
automobiles registered in Canada were 
in Quebec. We weighted this figure the 
way we felt it should be weighted, then 
projected the percentage against the wid- 
gin figure and came up with a reasonable 
estimate. Next, as a cross check and veri- 
fication, we took your figures for Quebec, 
weighted them, averaged them out with 
the previous figures, and came up with 
what we were sure was a well-educated 
guess. 


A few months later, we got hold of 
Quebec’s actual widgin figures—we were 
less than .3% out! 


Irvin Teitel 


Manager 
Canadian Advertising Agency Ltd. 
Toronto, Ontario, Can. 


THE SALESMAN AND THE PROSPECT 


The article on “How the Professional 
Salesman Makes His Approach” by J. N. 
Bauman (SM, June 15, p. 58) impressed 
us tremendously. It is a down-to-earth, 
practical, easy-to-read presentation. We 
believe we can use it to advantage in our 
sales training program. We would like 
to reproduce the article for distribution 
to our some 400 salesmen. 


Dar Johnson 
Manager 
Sales Promotion Dept. 
Hyster Co. 
Portland, Ore. 


SALES MANAGEMENT 


In making plant calls, the industrial sales- 
man heads straight for the men he knows 
have buying influence. The relationship 
of salesman and plant executive is 
close and friendly, for each can help the 
other. It’s vitally important to both their 
jobs to maintain this personal contact. 


2,000,000 Sales Calls a Year! 


... chalked up by the 1,645 industrial salesmen who 
also build and maintain MILL & Facrory’s circulation. 


Every industrial salesman is a walking ‘““Who’s Who” 
of plant buying influence. In the course of his repeated, 
regular sales calls on the important plants in his terri- 
tory, he soon learns which men have buying influence 
and which men do not. This personal sales contact is the 
only way to identify buying influence and authority. 


Titles are no guide to buying influence. Glance through 
a batch of your salesmen’s call reports and you'll see 
this for yourself. In the complex industrial market, titles 
vary too widely and have too many different meanings. 
That’s why MILL & Factory discarded conventional 
circulation methods in favor of the unique Conover-Mast 
Franchise-Paid Circulation. Method—which taps the in- 
dustrial salesman’s local knowledge on a national scale. 

Only MILL & FACTORY, among genera! industrial pub- 


lications, uses the industrial salesman’s unmatched 
knowledge of buying influence. You know that the plant 


executive who reads MILL & FAcTorY has been individ- 
ually identified as a primary buying influence. 


Result—your sales message in MILL & FACTORY does 
industrial advertising’s first and most important job— 
it backs up your own salesmen by getting your story 
to the men whose “yes” means an order. It’s the one 
and only magazine that does this job! 


To give your salesmen the advertising support they 
need, you need MILL & FAcTORY. 


*Based on a conservative estimate of 5 calls per day per salesman. 


Mills Factory 
205 East 42nd Street NB P. 


New York 17, N. Y. 
A CONOVER-MAST PUBLICATION 
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SIX SALES STEPS... 


METHODS CHART for increasing sales power 


APPLY BUSINESS PAPER 
ADVERTISING HERE 
Sound and consistent product adver- 
tising is the best, quickest and cheapest 
way to accomplish the preliminary steps 

in building an order. 


: | 
. 
AROUSE 
INTEREST 
CONTACT sy 


FOR GREATER Sates 
PRODUCTION HERE 


CREATE 
PREFERENCE 


With Advertising (Mechanized 
Selling) functioning properly on 
Steps 1, 2, 3 the salesman can 
concentrate more of his vclua- 
ble selling time on the impor- 
tant job of producing finished 
orders. 


-KEEP CUSTOMERS 
ae 


...apply advertising to help 
the salesman hold the line 
against competition—lay the 
foundation for future sales. 


SALES MANAGEMENT 


can take hours of fime 


Reliable estimates show that the average industrial sales- 
man spends 38% of his time travelling or waiting for 
interviews—12% on office duties—and only 50% of his 
time actually selling. 

Remember too, that your salesman can’t always be sure 
if a new prospect is in the market for his product; how 
many people must be “sold” before he can close the sale; 
or how many competitors are angling for the same order. 

But all buying influences—known and unknown—have 
a common meeting ground in the business publications 
they must read to keep up with developments in their 
industry. And, by advertising in these publications, you 
can interest prospects to a point of preference for your 
product. 

At pennies per call, business publication advertising de- 
livers your sales message to a concentrated group of your 
best prospects. It mechanizes the first three steps in the 
manufacture of a sale—works before and after your sales- 
man’s calls—enables him to concentrate more of his valu- 

‘ able working time discussing specific product applications 
and closing sales—helps keep present customers sold. 

More specific information on the industrial salesman’s 
working time—plus a chart for measuring his calling 
power—is available in a McGraw-Hill booklet entitled: 
“‘How Many Accounts Can Your Salesman Handle?” Ask 
your McGraw-Hill man or write Company Promotion 
Department for a copy. 


McGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED M-GRAW-HILL fam 


Pi fn 
Mh Be 


GSP? 50R BUSINESS 
We, Ld 
“SSP 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 
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Ir you sometimes wonder, “Do building material 
wholesalers really appreciate your advertising 
efforts?”’ the opinions expressed on these pages 
answer your question. 

If you wonder what these merchants do about your 
advertising . . . remember, most of them insist that 
their salesmen give advertised products top priority. 
These products are the best known... meet the 
least sales resistance. 

Leading wholesalers also keep saying that BUILD- 
ING SUPPLY NEWS is the magazine most respected 
by building material dealers. And they know, be- 
cause in addition to living with their dealer cus- 
tomers, they themselves are avid BSN readers. 

BSN qualifies for these honors because: (1) it 
reaches the greatest jobber and dealer buying power 
in the industry——-the top 20,000 dealers plus 2,000 
wholesalers; (2) BSN has, by far, the greatest 
service to readers . . . and therefore the most reader- 
ship; and, (3) BSN gets results for advertisers. 


No wonder BUILDING SUPPLY NEWS is un- 
questionably the advertisers’ first choice when 


selling the lumber and building material dealer. 


—_— sae ° : 5% > 
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) unitea Home Products, Inc., 


East Paterson, N. J., J. J. Buett- 
ner: “Since ovr dealers regu- 
larly keep themselves posted by 
reading BSN, manufacturers get 
to the right destination by adver- 
tising in BSN, and it sure makes 
our selling job easier.” 


ese Reports from 


)creot lakes Distributing Corp., 


South Bend, Ind., J. F. Donahue, 
Chrm. of the Bd.: “I am most 
appreciative of the support man- 
vfacturers are giving us by ad- 
vertising in... BSN. | have long 
been a reader and an advocate 
of this magazine.” 


BUILDING 


Always your FIRST Dealer 


5 South Wabash Avenue 
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Stott Building Supply, Inc., St. 
Paul, Minn., C. D. Williamson, 
VP & Gen. Mgr.: “Manufacturers’ 
ads in BSN make the sales job 
easier for Stott representatives 
by telling retailers about out- 
standing products. These ads save 
time, save calls, increase sales.” 


} Tvlone Hardwood Lumber Co., 
Inc., New Orleans, La., Louis G. 
Riecke: “When buying we give 
preference to nationally adver- 
tised products. BSN is read by 
so many of our dealers that we 
appreciate manufacturers’ adver- 
tising support in it.” 


Merchandising Publication 


Chicago 3, Illinois 


JULY 15, 1955 


> mort Bros. Company, Rockford, 


Ul, G. N. Youngquist: “Our 
salesmen have learned that prod- 
ucts advertised regularly in BSN 
are easier to sell. BSN is the 
publication to use because it has 
done so much for the building 
material industry.” 


} Omaha Hardwood Lumber Com- 


pany, Omaha, Nebraska, Leo- 
nard Miller, Secretary: “Our hats 
off to the manufacturers who 
advertise in BSN. BSN is a con- 
stant reference manual for deal- 
ers — and many of our sales are 
made with its help.” 


> wohifetd Manufacturing Co., 


Peoria, Ill, James Wahlfeld: 
“Good descriptive advertising is 
the ‘master salesman opening the 
door to greater sales’, and adver- 
tising in BSN is the soundest and 
easiest way to reach the building 
market.”’ 


> Mohawk Building Materials 


Corp., Rensselaer, N. Y., C. Law- 
rence Fenner, V.P.: “So con- 
vinced are we of the value of 
BSN advertisments that we fre- 
quently supplement a manufac- 
turer’s ad with a special bulletin. 
It pays off!” 


D industrial Plywood Company, 


Jamaica, N. Y., Albert Hersh: 
“No other publication in our 
industry is as informative and 
stimulating as BSN. It is read 
and re-read, many times between 
issues. Advertising in BSN is an 
absolute must.” 


} Timberline, Inc., Kansas City, 


Mo., H. F. Heying, President: 
“Product knowledge is essential 
to successful merchandising. 
That's why we feel intelligent, 
descriptive advertising, read by 
dealers in BSN helps dealers, us 
and our suppliers.” 


Seer ae 


“Business Publications tell us what’s 
new in the food business” says 


JOSEPH B. HALL, President, THE KROGER CO. 


“With the top men in our organization, business Talk with management men in any industry, and 


publication reading is a habit.’ Mr. Hall goes on to 
say, “Ideas, trends, developments, the kind of news 
that’s vital to successful, everyday operations — 
we know will be covered and analysed by the alert 


you'll find Mr. Hall’s idea of a business publication 
is typical: A source of pertinent, timely informa- 
tion. And, when editorial matter is so highly 
thought of, you can be sure the facts and figures 


in the advertising pages are given importance, too. 
Business publications provide a direct sales 


reporters and editors of these magazines.” 


route for any product or service of benefit to busi- 


ness or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 ritteenth street, v. w., Washington 5, D.C. © STerling 3-7535 


decisions in the businesses, industries, sciences and 


The national association of publishers of 173 technical, 
professions ...pin-pointing the market of your choice. 


professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 .. . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


Write for list of NBP publications and the latest 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, by Ralston B. Reid, Advertising & 
Sales Promotion Manager, Apparatus Sales Division, 
General Electric Company, Schenectady, N. Y. 
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The slowness of shipping had Brown in a knot. Then he straightened things out this fast, easy way, 
To set himself free he'd have given a lot... Now RAILWAY EXPRESSspeeds his shipments today! 


The big difference is 


Whether you're sending or receiving, whether your 


shipment is big or small, and whether it’s 


moving by rail or air—you’ll find it pays to specify Q M\ LW4 } 
Railway Express. It makes the big difference F 4 9) R 3 S 7 


in speed, economy, and safe, sure delivery. <{ ~ 
vee GENC 


Railway Express uses the facilities of some 480 in- 
dependent and competitive transportation compa- 
nies in the movement of express traffic. It’s free 
enterprise at its best, putting at your service one- 
third of a million miles of co-ordinated rail, air, water, 


and truck routes that connect all America. eee safe, swift, sure 
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Roaters 


Dominant and almost 
complete one-paper cover- 
age of this great market 


on every Buying day. 


esults 


Positive sales results as- 
sured by 92% circulation 
concentration in all-im- 


portant Cuyahoga County. 


esearch 


Continuing Cleveland 
Press market research 
gives a quick and sure 


measurement of results. 


The 
Cleveland 


Press 


THE HUMAN SIDE 


“ w= > & eo 7. &, 
==) THE DAILY TRIBUNE (2) 
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IT’S A GAG ... For people who love to see their names in print. 


“But Please, Mr. Coen— 
Spell the Name Right!" 


Want to see your name in two-inch headlines, announcing some °* 
achievement, real or imaginary? It’s easy. All you have to do is fork 
up a dollar for three copies of what looks like a bona fide newspaper 
front page with the headline set in 72-point type to your specifications : 
“AL ALFONSO ENGAGED — 5,000 WOMEN COMMIT 
SUICIDE” or “NED BROWN WINS TOP LAURELS IN 
BLUPO SALES CONTEST”’—or whatever you like—so long 


as you keep it decent. 


In the Times Square area, New York, there are three places where 
you can have your own headlines faked. All are operated by Sam 
Coen, former Hollywood publicist, who came to New York five years 
ago and started the business he calls “Broadway Names.” 


We recently interviewed Coen at his stand in the shooting gallery- 
type amusement center at 1663 Broadway. He says that 50% of 
his business is transient. Tourists come in and order headlines an- 
nouncing their visit to the big city: “THOUSANDS CHEER” 
r “MAYOR DECLARES HOLIDAY.” Local people use this 
method of making announcements, or for gags: “CYNTHIA 
KOENIG GIVES BIRTH—IKE DECLARES HOLIDAY.” 


The other 50% of Coen’s business is what he calls “commercial.” 
He gets mail orders from all over the world. 


Business executives order papers, sometimes in quantity, to an- 
nounce results of sales contests, to honor long-term employes on their 
anniversaries, to mark the opening of new plants or branch offices. 
A different twist: Instead of sending flowers or a telegram, a manu- 
facturer or wholesaler may send a few copies of an “EXTRA” to 
honor a retail organization on its anniversary, or the opening of a 
new store. Insurance companies are good customers, says Coen. He 
feels that his papers can be sales stimulators or good will builders, 
providing the personalized touch at little expense. His commercial 
orders are not priced at the three-for-a-dollar transient rate, but 
according to copy and quantity. 
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they Buy More because they Have More! 


@ For example, last year, in Metropolitan Indianapolis, the 
average sales per family of room air-conditioners were 
13.3% higher* than in all the states of the Great Lakes 
Region. 

Thai’s because the average income per family in this 
great market is $6,593—25.7% above the national average 
—and 7th among cities of 600,000 and over!** 

In addition, Indianapolis has many other essential 
market advantages for you, too! 


Pm It’s Bic . . . over 600,000 population 


Pm It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture 


> It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star and 
The Indianapolis News. Write for complete market data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* 1955 Consumer Analy f Metropolitan indianapolis, and Electrical Merchandising 


** Consumer income Supplement, 1954, Standard Rate & Data Service 


THE INDIANAPOLIS STAR 


FOR SALES IN 


THE INDIANAPOLIS NEWS 


YOUR FIRST TEAM 


JULY #5, 1955 


January, 1955. 
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INDIAN 


How to 
get down 
deep 

to reach 
the men 
on top 


Reaching the men 
who make the tech- 
nical and manage- 
ment decisions for 
American industry 
was the problem @ 
the Gahagan Con- 
struction Corp. set 
out to solve with a 
full-page ad in The } 
New York Times. 


Gahagan’s ad an- 

nounced a new process of sub-surface 
exploration for use in the heavy con- 
struction engineering field. 


Ten days after the ad appeared in The 
Times, the results were “phenomenal.” 
Inquiries came in from all over the 
country, says Ken Sandbach, Gahagan 
vice president. They came from con- 
tractors, architects, engineers, govern- 
ment officials. They included execu- 
tives in such diverse fields as chem- 
icals, petroleum, pharmaceuticals. 


As a direct result of The New York 
Times ad, Ken Sandbach had solid 
leads dealing with jobs covering thou- 
sands and thousands of dollars .. - 
and was bidding on them. 


Two came from one of the country’s 
largest utility companies. Others came 
from construction firms working for 
the U. S. Defense Department, from 
a hotel chain building overseas, from 
a chemical company with a mining 
problem in Central America. 


If you want to reach and impress the 
men who make the decisions for Amer- 
ican business and industry, follow 
Gahagan’s lead. Find out why smart 
advertisers have made The New York 
Times first in advertising in the world’s 
first market for 36 years. 


The New Pork Times 


ALL THE NEWS THAT'S FIT TO PRINT 


Most people approach Coen’s counter with a clear idea of what 
they want to say in a headline, but they need help in getting it into 
the allotted two lines or less. Since time governs profits, Coen and 
his assistants translate ideas into headlines, furnish gag lines, in 
seconds. We asked him for samples of headlines to honor long-term 
employes. He came up with: “MAXO FETES JOHN SMITH 
AFTER 25 YEARS SERVICE.” A gag line: “JOB PERMA- 
NENT.” 


Coen has his sheets made up on regular news stock, in both 
standard and tabloid size, with “news” stories and photographs which, 
at first glance, might be in current newspapers. The version he now 
uses has articles with heads such as “Monroe Doctrine Wasn't 
English Idea,” “Outposts of Atomic Age Now Encircle Globe.” 


“Nobody knows better than I do that everybody likes to see his 
name in print—provided it’s spelled right,” says Coen. 


Concentrates De Luxe for Gourmet Campers 


Good news for campers and wives who don’t like to prepare chow 
for their sportsmen husbands: now available 100 different food 
concentrates in assortments providing complete meal menus for four 
or eight persons. Rave testimonials from campers and explorers, plus 
sales figures, indicate that home cooking will have less lure than ever 
for ardent campers—as news of the Kamp Pack line gets around. 


You need add nothing but water to the concentrates, and most of 
them can be cooked in their heavy foil containers. A sample three- 
meal menu, typical of seven available, offers: Breakfast. Farina cereal, 
ginger buttermilk griddle cakes, maple syrup base, hot chocolate. 
Lunch. Beef noodle soup, vegetable beef stew, hot biscuits, fruit 
punch. Dinner. Cream of chicken soup, beef flavored pot pie, butter- 
scotch pudding, vanilla malted milk. 


Kamp Pack foods are manufactured by Bernard Food Industries, 
Inc., Chicago, and San Jose, Cal. The firm sells to institutions, and 
was requested by the Government to provide tasty, concentrated 
rations for fighting men during the war. At war’s end, Jules and 
Frank Bernard went right on improving their foods, selling them to 
sportsmen. 


Kamp Pack foods may be bought individually, but emphasis is on 
the three-meal menus. At $9 and $13.50 the assortments cost $3 a 
meal, or 75 cents per person, for the four-man menus, and $4.50 per 
meal, or about 57 cents per person, for the eight-man menu. 


The four-man unit weighs about nine pounds, takes up one-third 
cubic foot of space and makes up to 25 pounds of finished foods and 
beverages, more than 3,200 calories per person per meal. The eight- 
man assortment weighs more, but takes only a fraction more space 
than the four-man size. The envelopes can be used by two men, or 
one, since they can be resealed and saved from one meal to another. 


Bernard sells directly to camps, and through sporting goods dealers, 
and by mail directly to individuals. Sears, Roebuck & Co. catalogs 
and stores also offer the line. 


Though designed for he-man appetites, Kamp Pack has found 
favor with women for picnics. Children like it for backyard cooking. 
The company has no ambition to win a place for Kamp Pack in 
home kitchens, where milk and eggs are commonly available, where 
the Pack’s compactness and waterproof and spoilproof features have 
little appeal—especially when the added cost of the heavy aluminum 
foil packing is taken into consideration. Most appreciative customers 
are probably the women who used to spend a lot of time preparing 
several days’ supply of food for camper husbands. 
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Heating | by ev 
Piping& 
‘pir Conditioning 


Customer activity —a reliable guide always. 
Continued customer activity ——an indicator of value received. 
Expanding customer activity——a promise of successful results. 


Check through the pages of HEATING, PIPING & AIR CONDI- 
TIONING and you'll see clearly recorded one of the several 
reasons why this is THE publication to carry your product story. 
Year after year HP&AC has more advertisers than any other 


mogazine in its field. And our ‘‘customer”' list keeps growing! 


In addition, more companies which concentrate their advertising to 
the industrial-large building market in a single publication choose 
HP&AC. Another significant index! 


If your sales goal is the engineers and contractors who purchase- 
control the requirements of this dynamic industry, the course is well 
charted for you. Concentrate in HP&AC—the leader in number of 


advertisers, number of exclusive accounts, and advertising volume. 


You're invited to call on our nearest office to prove these and 


our other points of leadership indicated below. 


KEENEY PUBLISHING 


THE CHOICE in the 


‘ndustrial-large building 


$ ve a 


sfomer 


6.N. Michigan, Chicago 


@ Aik CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place 


| Ist in Editorial Volume 


Year in, year out, HP&AC has a high renewal 
rate. Subscribers rely on it as ‘“‘the field's 
authority in print.” 


HP&AC carries more pages of advertising. 
Significant is the steady growth in this re- 
spect, too. 
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HP&AC has the greatest editorial content. 
Carries monthly Journal of American Society 
of Heating and Air-Conditioning Engineers. 


Not only does HP&AC deliver the most circu- 
lation, it is the only FULLY paid (ABC) circula- 
tion magazine in its field. 


BAY SHORE 
Sears and 45 other stores. 
Parking for 3,000 cars. 


CAPITOL COURT 
Schuster's, Chapman's and 60 other 
stores. Parking for 6,000 cars. 


MAYFAIR — 


(Planned to start building in 1955) 


Gimbels, Marshall Field, 70 other stores. 
Parking for 7,000 cars. 


SOUTHGATE 
Gimbels and 36 other stores and offices. 
Parking for 2,500 cars. 


£8: Pmagents 


SALES MANAGEMENT 


<> GIMBELS — MARSHALL FIELD 
<ez>SEARSG SCHUSTER'S8 CHAPMAN'S 


department stores investing 
millions in new Milwaukee 
shopping centers 


Exciting things are happening in Mil- ing fringes of Milwaukee’s fast growing 
waukee retail business with 75 million “Million-Area.” At least four of the cen- 
dollars being invested in huge new shop- ters include, or will include, major de- 
ping centers—all located in outward mov- partment stores— 


— GIMBELS opened their second Milwaukee store in 1954 — a five 
ee es million dollar beauty in Southgate — and have an- 


other planned for the big regional Mayfair center. 


NX 


MARSHALL FIELD is coming to Milwaukee with a major store 
in the 18 million dollar Mayfair center planned to 
open in 1956. 


SCHUSTER'S have expanded their three Milwaukee department 
stores and are now building the 15 million dollar Capi- 
tol Court regional shopping center, including their 
fourth department store and 60 other stores. 


CHAPMAN'S, with one department store in downtown Milwau- 
kee, will have a second store in Capitol Court. 


A) A. SEARS recently occupied its fourth Milwaukee store in the 
ie 7 Ea (tee Bay Shore shopping center. 
4 <li Biri \ 


j ae Tie a \\ 
Pet temaenances , These are the merchandisers who know Mil- 


- waukee best. Their new multi-million-dollar 
In addition to these regional centers 2 _ . 
with department stores, many other investments are further evidence that this 
integrated centers have been built in $1.3 billion retail center is one of America’s 
_ nga me — ts Blo most rewarding markets for advertisers. In 
ity. . . . 
ae plaaaind--alt bay ectanenss wide 1954, The Milwaukee Journal again published 
ing and a oneness of architectural more department store advertising than any 


design. other newspaper in America. 


THE MILWAUKEE JOURNAL 


National Representatives—O'Mara & Ormsbee, Inc. 
NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 


WHO. is iowa’s 


FAVORITE RADIO STATION 
FOR MARKET REPORTS 


wHOoO wWOl WMT WNAX WOW KWWL KMA 


32.3% 15.6% 15.3% 65% 51% 24% 2.3% 


Tus chart is reproduced from Dr. Forest L. Whan’s 
1954 lowa Radio-Television Audience Survey— 

one of the Nation’s most respected studies 

of listening habits, used constantly by hundreds of 
leading agencies and advertisers. 


Only a small part of the Survey is devoted to 
analyzing lowa’s various stations or their 
individual audiences. These parts do prove, 
however, the enormous preference this 

state gives WHO... 


Write us or Free & Peters for your free copy. It 
will tell you more about where and how to 
advertise in Iowa, than you could learn in 


six months of personal travel and investigation. 


BUY ALL of IOWA— 
Plas “lowa Plus”—with 


WHO 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 


yet, Resident Mana 


FREE & PETERS, INC., National Representatives 
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COMMENT 


Thirty Years Overdue 


“Incredible” is the word which properly describes the announce- 
ment by Radio Advertising Bureau, Inc., that it will stage a two-day 
Radio Advertising Clinic for national advertisers, their agencies, 
networks, stations, and station representatives in New York City, 
Oct. 13-14, at the Waldorf-Astoria Hotel—incredible because RAB 
states that this is the “first such event in the 30-year history of radio 
advertising. . .” 


No doubt the executives who are now running Radio Advertising 
Bureau, Inc., feel, too, that it is incredible that radio, the medium, 
has never staged a clinic on how to help advertisers to get more 
value out of radio. For years, radio rode to glory and profits on the 
glamor of show business. Now that radio is in forced transition, it 
is turning to a tested promotional technique. 


During the clinic, RAB will present case histories of regional 
advertisers who have been successful in selling major “selective 
markets’ —farm, Negro, teen-age, etc.—which are growing in im- 
portance for national advertisers. 


We predict that radio executives who will make a success of radio 
are the ones who will approach their jobs from the point of view of 
sales promotion rather than from attempting to recapture the show 
business spirit of the ’20’s through the ’40’s. 


Presidents Neglect Management Training? 


If you are the kid of president who would like to hire the kind 
of young people with great management potential who are attracted 
annually to General Electric Corp., you will find that competition 
now is even stiffer. Reason: A complete business administration college 
that will be G-E-owned, lock-stock-and-textbook, has just been estab- 
lished by the company at Crotonville, N. Y. The school will train 
some 300 management executives each year. 


General Electric’s president, Ralph J. Cordiner, explains: 


“Not customers, not products, not money, but managers may be the 
limit on General Electric’s growth.” 


The students at “General Electric U.” will be nominated by their 
immediate superiors, according to Harold S. Smiddy, vice-president in 
charge of General Electric’s Management Consultation Services. They 
will be in their early 30’s through their early 50’s and will be managers 
of a section, or hold higher positions. There are no academic require- 
ments. They will be selected on the basis of their ability as demonstra- 
ted on the job at General Electric today and on the company’s ap- 
praisal of their potential ability to fill General Electric’s future 
management needs. 


General Electric with its new “university” and American Tele- 
phone & Telegraph Co. with its Bell System Executive Conference 
are the pioneers in corporate management training within their own 
firms. The idea of management training is not widely accepted, al- 
though the billion-dollar corporations have, for several years, sent 
their promising managers to Harvard and to other colleges and uni- 
versities for short courses in executive development. 
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TELETYPE SLI39 ST, LOUIS 


ALWAYS 
BE 
BETTER! 


Banging your head against a wall won't 
solve sales problems. 


Hile-Damroth can help solve your prob-’ 
lems with visual communication (films, 
flipovers, booklets, etc.) depending on 
the goal you want to reach. No matter 
what your objective — we will take the 
complete job off your hands. Our service 
covers every phase from field research 
through final production. Our clients are 
in heavy industry, producers of consumer 
products, publications, service organiza- 
tions and the government. 
I'd like to see some of your ideas — 
no obligation. 


Name 


Company. 
Addr City 
HILE-DAMROTH, INC. 


hf 270 Park Ave., New York City 


Programs * Plans * Visual Methods for 
Soles Presentations, Training and Merchandising 
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Why you get greater market penetration 
through CONSTRUCTION EQUIPMENT magazine 


By concentrating on the heart of the construction 
market, CONSTRUCTION EQUIPMENT reaches your 
prospects and customers—the men who buy and 
use your products. 

CONSTRUCTION EQUIPMENT’s unique circulation 
method* enables you to make an extra “‘sales call’ 
each month on hand-picked buyers of construction 
equipment and materials. More than 1,200 repre- 
sentatives of 104 key distributors select proved buy- 
ing influences to receive CONSTRUCTION EQUIPMENT. 
Because they personally know and sell to these 
executives, you get the most complete coverage of 


The Equipment Application Magazine 
to aan 


A CONOVER-MAST PUBLICATION 


20S EAST 42nd STREET, 


buying influence in the fluid construction market. 

CONSTRUCTION EQUIPMENT is the industry’s favor- 
ite publication because it stresses practical “‘how-to- 
use-it”’ information—providing an ideal climate for 
your advertising message. 

That’s why advertisers, large and small, consist- 
ently get more inquiries and more sales from CON- 
STRUCTION EQUIPMENT! Cut further into the con- 
struction market by advertising in CONSTRUCTION 
EQUIPMENT. 


*The Conover-Mast Franchise Circulation Method. 


Construction 
Equipment 


NEW YORK 17, N. Y. 


SALES MANAGEMENT 


General Electric is on the side of time and is in step with the 
thinking of the younger people who are going to be the managers of 
tomorrow. The medium-size (and that can mean companies grossing 
annually several hundred million -dollars in sales) and the smaller 
companies may throw up their hands and say that it is impossible to 
compete with the billion-dollar corporations in executive development 
programs. Perhaps so, but there would be no more logic in that con- 
clusion than if they were to say that they find it impossible to compete 
with those companies in their development of products and to com- 
pete successfully with them for customers. 


Most companies realize today that, in order to attract trainees, they 
must offer some form of formal training program. Whether we like 
it or not, college graduates shop around for a beginning job with the 
company that appeals most to them. And, quite frequently, to the top 
10% of these graduates that means a company with a formal training 
program. Their reasoning is logical: If formal college training in the 
liberal arts or in engineering will help them absorb information and 


progress faster, why wouldn’t on-the-job training produce similar 
results? 


Many of these young people will be even more impressed with a 
corporation’s starting activities, when they realize that the company 
has an advanced course in management to which they can aspire. 


We'll agree that no one ever learned to be a buccaneer by going to 
college or taking a corporation training program. But only a handful 
of people aspire to be the Cash McCall’s. But over-all studies show 
that executives with at least some college training progress more 
rapidly and are more valuable to their employers than those without. 
General Electric, for example, finds that executives whom it has sent 
to Harvard and to other schools for advanced training have progressed 
faster in General Electric than those who are going it alone. 


We suggest that presidents in medium-size and smaller companies 
cannot delay the development of a management training program 
tailored to their particular requirements and their opportunities. 


No Engineers Wanted! 


The employment consultant wasn’t sure he had the instructions 
straight. ‘““No engineering training for this man?” he repeated. 


“No engineering,” said the company president. This president is 
the head of one of the country’s major industrials that manufactures 
a basic product and allied products selling wholly to industrial 
markets. The firm is staffed top to bottom with men possessing at 
least one engineering degree. The company scours the engineering 
schools every year for new technical talent. 


Here’s what this company president asked the employment con- 
sultant to do: 


“Find me a man graduating from college this year who has 
majored in English, history or philosophy . . . one who has balanced 
study to achieve better-than-average grades with a reasonable pro- 
gram of activities in sports, social and professional organization 
affairs, or other campus projects which required him to work with 
people. I don’t want an engineer. When I find this man I’m going 
to put him into administration to train him for a vice-presidency. 


“We have hundreds—thousands—of engineers, but in administra- 
tion we need men who are planners and organizers, who know how 


| 
| 
| 
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LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW? 


tg = tation, . a bay ,600, Lootevitte 
er than of This Week 


Courier-Journal Sunda * Magazine has 

gs circulation (306,673) — half ot 
29 American Weekly newsp 

ranks above all but four of the 4 

newspapers. Readership figures are even 

above high level of reader interest for all 

the supplements. 


Send for your free copy of a new 
factual study of newspaper supple- 
ments. Write to: Promotion Depart- 
ment, The Courier-Journal, Louisville 
2, Kentucky. 


* THE LOUISVILLE 


Courier-Journal 


SUNDAY MAGAZINE 


Sunday Courter-}ournal Cireulation 306,673 
Member of Ths Looally-Edited Group 
Represented Nationally by The Bhanham 
Company. 


To sell the engineered 
construction markets, 


your best buy is 


CIVIL ENGINEERING 


90% of CIVIL ENGINEERING’S 38,000 readers are 
members of the American Society of Civil Engi- 
neers who must meet continuously the Society’s 
rigid requirements as to construction experience 
in “responsible charge of work.” 


CIVIL ENGINEERING is unsurpassed in continuity 
of readership. 87% of these readers continue to 
read year after year. They are not “‘in-and- 
outers” but devote their lives to construction. 


CIVIL ENGINEERING’S editorial content is func- 


tional and authoritative. 95% of its articles are 
written by top-flight engineers actively engaged 
in important projects. Civil Engineers spend an 
average of 342 hours reading time with each 
issue of C.E. 


CIVIL ENGINEERING produces results. 36,715 
product information requests were received from 
one issue alone, resulting from a listing of ad- 
vertisers’ literature. 


CIVIL ENGINEERING builds advertiser satisfac- 


tion. More manufacturers of equipment and ma- 
terials than ever before are advertising in CIVIL 
ENGINEERING. Year after year, C.£. has shown 
a continual gain in advertising linage. 


Engineers are educated to specify and buy. 


CIVIL = 


| The Magazine of Engi truction 
The American Society of pot Engineers 
33 West 39th Street. New York 18, N. Y 


to work with people to stimulate and develop them.” 


Prediction: We're going to see more of this philosophy applied 
to the big problem of raising tomorrow’s crop of top executives. 


‘JULY 15, 1985 
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Model of Dallas Love Field's 
new, ultramodern terminal building 
now under construction 


Da : las . OR DALLAS COUNTY . . . OR DALLAS’ C & RTZ 


Dallas enplanes more passengers than any of 36 entire states 
. more Air Mail than 41 states . . . more cargo than 37 states! 


North Texans are eternally on the go! 
Their movements to, from and through Dallas 
make Dallas the undisputed aviation capital of 
the Southwest. Dallas enplanes more passen- 
gers than Houston, San Antonio and Fort 
Worth combined . . . more Air Mail than Hous- 
ton, New Orleans, San Antonio and Fort 
Worth . . . more cargo than Houston, New 
Orleans, San Antonio, Fort Worth and Tulsa! 


From throughout the large, 72-county 
Dallas Market North Texans come to Dallas 
to buy, sell, borrow and shop, and for the 
many advantages only a metropolitan trade and 
cultural center provides. To keep up with 
their Dallas interests, they depend upon The 
Dallas News. 


You can depend upon The News’ broader 
influence and larger circulation throughout the 
Dallas Market for a greater return from your 
advertising—because ONLY THE DALLAS 
NEWS COVERS THE DALLAS MARKET! 


According to Consumer Markets’ Editor, Edwin 
Goldstein, the buying of non-residents affected 
Dallas’ 1954 sales volume as follows: 


STORE GROUP DALLAS CITY SALES« 


Total Retail Sales . . . . $980,834,000 
Drug Sales 
Food Sales 
General Merchandise . . 
Home Furnishings ... . 


Automotive Sales 


38.1% 
33.4% 
14.3% 
184,108,000 61.4% 
51,543,000 38.4% 
231,410,000 38.6% 


"Includes both direct and mail order soles 


ONLY The Dallas News covers the bigger Dallas Market that makes Dallas business bigger than pe 


Ghe Dallas Morning Sus 


DALLAS’ LARGEST NEWSPAPER: More people BUY The NEWS .. 


- more people READ The News . . . more people 


are INFLUENCED by The News than any other North Texas newspaper. 


PERCENTAGE OF DALLAS CITY 
SALES*+ TO NON-RESIDENTS 


CRESMER & WOODWARD, INC., Natl. Representative @© New York + Chicago + Detroit + los Angeles + Atlanta + San Francisco 


SALES MANAGEMENT 


2,200 more pages 


of magazine advertising were used by companies selling 
to business and industry in 1954 than in 1951 


of these pages were 
placed in these 

5 magazines combined: 
Business Week, Fortune, 


Nation's Business, 


Newsweek and Time 


of these pages were placed in 
“U.S.News & World Report" 


it's good business to buy 
on a rising market. 


Just as the business and industrial advertisers 
put the lion’s share of their in -reased magazine 
advertising in “U.S.News & World Report,” 
so, too, did the consumer advertisers. Advertising Offices: 
“U.S.News & World Report” led its field in 30 Rockefeller Plaza, New York 
consumer page gains for the same period. —_ WE 20, N. Y. Other offices in 

Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, 

San Francisco, Los Angeles, 


Americas Class News Magazine k and Washington. 


Now more than 723,000 net paid 
circulation—a market not duplicated by 
any other magazine in its field. 


JULY 15, 1955 


The 


New Yorker 


really 


gets 


around! 


From Texas to Tasmania*, native customs include the weekly shopping tour 
through the advertising pages of The New Yorker. The New Yorker really gets 
around—every issue finds its way into 4,000 cities and communities all over 
the U.S. and overseas. Through The New Yorker you reach New York-minded people 


from River Rouge to the Red River. You sell the people other people follow. 


In Tasmania: twelve swashbuckling subscribers to The New Yorker; in Texas: 7,656 buy it. 


@ 


NEW YORKER 


No. 25 West 43rd Street, New York 36, New York 


SALES MANAGEMENT 
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To Get the Salesmen 
To Read 


What You Write 


Every sales executive knows that one of his biggest 
and hardest jobs is to get all the salesmen to read—and 
understand—and act on the messages he sends them in 
letters or bulletins, 

SM commends a 
Schuyler friend and Joseph 
Ardleigh of the Research Corporation of America. Hop- 


10-point program prepared by 


Hopper for his client, 
per believes that the procedures followed in creating 
advertising that must be read before it can se// may 
apply equally to salesmen’s bulletins. 

Hopper explains that as a matter of technique “we 
start a piece of copy by pretending that the reader—a 


‘man with a problem—is sitting across the desk. We tell 


him everything we feel will interest him about the 
proposition and what it will do for him—what it has 
done for others, and what his logical next step should 
be. We write it Jong, then cut it down, break it up into 
pieces, and illustrate it as needed to help the reader see 
the benefits fast.” 

Here are the 10 points: y 

1. Think it through. Clarify the s 2ecific objective of 
the piece you are writing. 

2. Put yourself in the role of the reader—ask your- 
self, “What is there about this proposition that would 
interest me if I were in his shoes? What main element 
of self-interest would arrest my attention, arouse my 
curiosity, induce me to read on?” 


TRENDS 


3. Where feasible, use newsy or provocative words or 
phrases in your headline: How to, New, Now, At last, 
What, Why, Which, Wanted; don’t overlook the power 
of what is called the money headline. “You can make 
more money,” etc. 

4. Where the format permits, use subheadings and 
“decks” in different type sizes as newspapers do to lead 
readers one step at a time into the news column. 

5. Move fast into what your proposition will do for 
the reader (use the subheading or “deck” to state the 
“user benefit’? claims you are going to describe). 

6. Always translate the features of a proposition into 
specific benefits to the reader. 

7. Where feasible, use illustrations — cartoons, dia- 
grams, charts, photographs, cutaway illustrations, or 
whatever is needed to visualize the main points you're 
talking about. Use short descriptive captions under each 
picture. 

8. Present some reasonable evidence that your claims 
are really true. (Brief examples of how the proposition 
you urge has actually worked for someone else may do 
the trick.) 

9. Don’t exaggerate or brag or in any way strain the 
credulity of the reader. Employ the power of under- 
statement. 

10. Make it easy for the reader to act. Whatever it is 
you want him to do, close by suggesting action. Incidental- 
ly, always suggest a specific course of action—don’t de- 
mand it. Nobody likes to be told what to do. 

The above excerpts are from a folder which goes on to 
show, as an example of copy that sed/s, a campaign which 
has been running in SALES MANAGEMENT. For a copy, 
address The Schuyler Hopper Co., 12 East 41st Street, 
New York 17, N. Y. 


sannung the Nation 
Tse 


ONE WAY OF BETTER COMMUNI- 
CATION is outlined in Hopper’s 10 
points on this page. Another is to let 
the salesmen have a problem session at 
conventions. Here members of the book 
and general promotion field staff of the 
Meredith Publishing Co. are shown air- 
ing their problems at one of a series of 
panels. Home office sales executives sat 
on all the panels, but discussions were 
led by men from the field, “The panel 
setup helped us cover more ground in. 
five days than we ever have in the past," 
says Jack Barlass, division director. 


JULY (5, 1955 


Editor's note: What follows is "off-beat" copy so 
ar as this department is concerned: We usually 
wrestle in this space with billion-dollar Government 


figures on G.N.P. and the like! But we thought you'd 
appreciate a little change of pace in mi ata 


The contribution comes from a long-time SM 
friend, Hillary G. Bailey of Atlanta. It's a verbatim 
report of a conversation he overheard from his study 
—as his wife talked in the adjoining living room 
with two insurance salesmen. 


"Read from the Folder, Billy!” 


One of the greatest (if not the greatest) life insurance 
companies in the world used my wife for a “guinea pig” 
not long ago . . . and got away with it. Once, anyway! 
My wife let it go with a big laugh . . . the insurance 
company poured money down the drain. It happened 
like this: 

An experienced insurance salesman called with a 
fledgling. Of course, there is no better way to learn than 
by doing; if that kind of training can be done under 
the supervision of a safe, sane and wise trainer, then a 
fledgling can learn rapidly, and most “guinea pig” cus- 
tomers will not care too much. Such a training method, 
however, is terribly expensive 
ludicrous almost beyond belief. 

The fledgling was supposed to do the talking. The 
trainer was to prompt. The fledgling began: 


and occasionally 


“Mrs. Baily, our records show that we have a policy 
on someone in your family.” 

“That’s right.” 

“Has the beneficiary been changed?” 

“Not to my knowledge. And it better not be without 
my knowledge’ (meaning I had better not kick off and 
leave my insurance to someone else). 

This statement must not have been in the “book” 
because the fledgling had no answer. After an awkward 
pause, he stammered: 

“Are the children provided for?” 

“There are no children.” 

This answer must not have been the one expected 
because once again “the future vice-president” was 
speechless. He simply sat and stared at my wife. 


Tension mounted until something had to be done. 
Finally, the experienced salesman came to what he in- 
tended; to be the rescue of “wonder boy” with an admoni- 
tion to end all admonitions in selling experiences. You 
may not believe it, but the “‘oldtime’’ salesman said: 

“Read from the folder, Billy!” 

This is the truth, so help me! So Billy read from the 
folder, and my wife listened—patiently and amused. 
When Billy ran out of words to read, and the tension 
mounted again because no one was saying anything, the 
experienced salesman tried to come to the rescue again 
by suggesting: 

“Give Mrs. Bailey your card, Billy, so she can call 
you if she needs help sometime.” 

Billy winced and admitted: 


“TI don’t have a card. I forgot my wallet this morning.” 

You may say that this almost unbelievable experience 
is an exception. I doubt it. This great insurance company 
would not have made itself liable to such humiliation if 
it could have helped it. Somewhere along the line some- 
thing slipped. It may be that point-of-purchase selling 
is more of a lost art than we have imagined. Or, maybe 
the habit of depending on politicians in Washington to 
create abnormal situations demanding consumption with- 
out salesmanship has a stronger hold on distributional 
thinking than we believed. 


Thank you, Hillary Bailey. 


Philip Salisbury 
Editor 


THE TELEPHONE GOES TO MARKET. 
Just as the insurance company (see story 
this page) followed the prospect into 
the home, so the New York Telephone 
Co. follows Mrs. Housewife to her fav- 
orite super market. Figuring that if 
potted plants and oil paintings can be 
sold successfully in supers, so can interior 
decorating features, the company ex- 
perimented in a Great Neck, N. Y., 
market with the display and sale of its 
instruments in eight new decorator 
colors. 


SALES MANAGEMENT 


"et 
' 


’ 
tdoere 


te 


New twist in home permanents...in lowa ! 


THE DES MOINES 
REGISTER anv TRIBUNE 


An “A”’ schedule newspaper in an “A-I’’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 
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For instance . ..in one short year one famous 
brand went from 20.6 to 24.8% among lowa 
farm women, while jumping from 14.3 to 20.4% 
in Iowa cities and towns*. That’s just one ex- 
ample of the kind of response an advertised cos- 
metic can get in the lowa market—where 
1,310,000 alert readers regularly get buying in- 
formation in the Des Moines Sund; ~ Register. 
You see, the more-than-500,000 circulation of 
the Des Moines Sunday Register gives you not 
just a city and its suburbs, but the entire state of 
lowa...cities, towns, villages, farms. 


“THAT “FOR INSTANCE” comes from the pages of 
our latest BRAND INVENTORY IN THE HOMES OF 
IOWA SUBSCRIBERS to the Des Moines Sunday Reg- 
ister.. Have you seen it? Write for your copy on your 
company letterhead, today. 


GEORGE HAMPTON was elect- 
ed executive v-p of General 
Foods in April. He also directs 
several operating areas, includ- 
ing a newly-created Baker-Gaines 
sales division. 


WAYNE C. MARKS, v-p for cor- 
porate services, has been called 
“author” of GF’s new “pattern” 
of management and marketing. 


HERBERT M. CLEAVES, a new 
operating vice-president, now 
supervises several divisions, and 
is also general manager of 
Baker-Gaines Sales Division. 
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The New Look at 


CHARLES G MORTIMER 


FREDERICK }. OTTERBEIN 
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EFFECTIVE 6-1-55 


MAXWELL HOUSE DIVISION 
GENERAL 
Ss 
EFFECTIVE 6-1-55 


4 
ul 
4 
L 
é 
I 
i 
é 
L 


r 


VICE-PRESIOENT VICE-PRESIOENT 
OPERATIONS Orenarions 


GEORGE 0. BAILEY HERBERT M. CLEAVES 


EFFECTIVE 7-1-55 


CORM MILL DIVISION 
GENERAL MANAGER 


JAMES 1. MULLEN 


ELECTRICOORER DIVISION FRAMALIN BAKER DIVISION 
GENERAL MANAGER GENERAL MANAGER 


WILLIAM R. FLOURNOY CHARLES W. REHOR 


GAINES DIVISION 
GENERAL MANAGER 


MAROLD P. MCGRATH 


PERKINS PRODUCTS COMPANY 
PRESIOENT 
AND GEMERAL MANAGER 


W. PARLIN LILLARD 
EFFECTIVE 6-1-55 


WALTER BAKER BivISION 
GENERAL MANAGER 


CLIFFORD SPULLER 


BAKER — GAINES 
SALES DIVISION 
GENERAL MANAGER 


HERBERT M CLEAVES 


General Foods Organizes 


Management and Marketing 
“For the Next 10 Years’ 


General Foods has geared up for 
‘Tomorrow. 

On May 3 President Charles G. 
Mortimer announced to the people of 
General Foods Corp.* a “completed 
basic organization structure.” Evolved 
from “intensive study and planning 
over the past year,” this structure 
will “meet admirably our present 
needs” and provide “a pattern that 
will be valid for some time to come.” 


*New HQ, White Plains, N. Y. 


Before GF’s Management Group 
(38 key executives), Charlie Morti- 
mer pointed out that, because the aver- 
age age of present officers—several of 
them installed in the last 15 months 
—is 55 years, “this management has 
approximately 10 years to make its 
contribution to GF and its stock- 
holders. The same holds true for 
many of you (product division) gen- 
eral managers.” 

The new structure stems from GF’s 
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General Foods Corp. 
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VICE-PRESIDENT VICE-PRESIDENT 
CORPORATE SERVICES MARKETING & DEVELOPMENT 


WAYNE C MARKS RAY M. SCHMITZ LESTER €. WATERBURY 


ro] 


VICE-PRESIDENT & 
VICE-PRESIDENT & GENERAL FOODS SALES OIV ACQUISITIONS 
ATLANTIC GELATIN DIVISION GENERAL MANAGER 


GENERAL MANAGER WEABERT M. CLEAVES RAY M. SCHMITZ 
JOSEPH H CONEN UNTH 7-1-55 


RAY M. SCHMITZ, v-p for mar- 
keting and development on a 
“staff” level, also is responsible 
for advertising, market research 
and product development. 


GENERAL FOODS LIMITED VICE-PRESIDENT VICE-PRESIDENT 


PRESIDENT 
MANUFACTURING & MARKETING 
AND GENERAL MANAGER cnemsens 


LEON A. MILLER . EDWIN W. EBEL 
UDEL YOuNt 
EFFECTIVE 6-1-5 om 6. Wee 


Richianins 


INSTITUTIONAL PRODUCTS MANUFACTURING & NEW PROOUCTS 
ENGINEERING DIRECTOR 

OIRECTOR 
RUSSELL KRAMER ELMER J. GRIMMETT HERBERT No FRANK 


VICE-PRESIDENT VICE-PRESIDENT 
GENERAL OFF! 
INTERNATIONAL OPERATIONS = . poe ey RESEARCH & DEVELOPMENT 


_—- GEORGE A. KOLMAN ROY H. WALTERS 


VICE-PRESIDENT & 

POST CEREALS DIVISION & OPERATIONS RESEARCH 

CARTON & CONTAINER DIVISION DIRECTOR ORGANIZATION PLANNING L ADMINISTRATION 
GENERAL MANAGER " WAYNE C. MARKS DIRECTOR 

WESBY &. PARKER EDMUND R. HALSEY 


EFFECTIVE 6-1-55 — T . I 
\ 


VICE-PRESIDENT VICE-PRESIDENT PUBLIC AALATIONS 
TRAFFIC PURCHASING DIRECKOR 


Lass m 


_* ~ == — 


EDWIN W. EBEL, v-p and di- 
rector of marketing, under Ray 
Schmitz, works with all product 
divisions to boost GF’s $825 mil- 
lion volume. 
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BY LAWRENCE M. HUGHES 


30-year growth in various branches been primarily “marketing” men. In 
of the “food industry.” It would the corporation’s annual report for 
help the 2,400 men who sell and the fiscal year ended March 31, 1955, 
manage the sale of $825 million of Mortimer reiterates that “marketing 
GF'’s products annually to do a better is GF’s most important function.” 
job, and would strengthen the intro- Since be became president in April 
duction of products still to be born. 1954, and presiding officer last 

General Foods itself was created November (when Igleheart retired ROY H. WALTERS, v-p for re- 
as a “marketing” outfit. Its leaders and the office of chairman of the search and development, under 
—including Mortimer and his prede- board was abolished), Mortimer has Schmitz, supervises the opera- 
cessors as president, Austin S. Igle- sought to streamline the structure for tions of laboratories in creating 
heart and Clarence Francis — have more and more profitable sales. “products of tomorrow.” 
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1945* 
1948* 
1951 
1953 
1954 
1955 


fiscal basis ending March 31. 


GF's 10-Year Progress Report 
Net Sales 


$280, 181,000 
463,336,000 
589,223,000 
701,055,000 
783,008,000 
824,837,000 


*The years preceding 1951 were on a calendar basis; subsequent years on a 


Net Earnings 
(after taxes) 
$13,144,000 
24,556,000 
26,407,000 
24,808,000 
27,913,000 
31,737,000 


New Group Takes GF's Helm 
In Staff-and-Line Setup 


At top management level at Gen- 
eral Foods a largely “new” group (of 
GF veterans!) has moved into control. 

Earlier this year George Hampton 
was named executive v-p, under 
President Mortimer. Eight new elec- 
tees brought the number of v-p’s 
to 16. But of the 16 four veterans 
will retire within a year. 

Thus the v-p group will become 
12. Among the six new ones are four 
division gm’s: 

Robert H. Bennett, Jell-O division ; 

Herbert M. Cleaves, a new v-p for 
operations, who guides several divi- 
sions and who manages a new Baker- 
Gaines sales division; 

Frederick J. Otterbein, Birds Eye 
division ; 

Wesby R. Parker, Post Cereals and 
Carton & Container divisions; two 
new staff v-p's: 

Edwin H. Ebel, corporate market- 
ing director, and 

Roy H. Walters, director of re- 
search and development. 

Another new officer is Leonard F. 
Genz, secretary ... 


Five-Man Staff 


Policies, of course, continue to be 
set by the 17-member Board of 
Directors. But GF is now “run” by 
a five-man Executive Staff: Morti- 
mer, chairman, Hampton, and these 
“staff” v-p’s: Wayne C. Marks, cor- 
porate services; Ray M. Schmitz, 
marketing and development; Lester 
E. Waterbury, law and finance. 

GF “divides” the board into 11 
“outside’ and six “management”’ 
directors. In addition to the executive 
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staff five, the “management” direc- 
tors, Udell C. Young, v-p for manu- 
facturing and engineering, is a man- 
agement director. But if Directors 
Colby Chester, Clarence Francis and 
Austin Igleheart (who have spent 
much of their lives guiding GF) were 
included, the ratio would be nine to 
eight for “management.” Five of the 
eight are bankers—including members 
of Goldman, Sachs and Lehman 
Brothers, the firms that formed Gen- 
eral Foods from the nucleus of the 
former Postum Co. One is a lawyer. 
The others are William J. Murray, 
Jr., chairman of McKesson & Rob- 
bins, and Mrs. Marjorie Merriwea- 
ther Post, whose nearly 3% interest 
makes her the largest individual GF 
shareholder. 


Directors Active 


Almost all the “outside” directors 
are active on some of the board’s 
committees. 

The new five-man executive staff, 
which meets twice a week, replaces 
a former group of nine. The three 
staff v-p’s report direct to Mortimer. 

Among the “service” areas which 
Wayne Marks supervises is Organiza- 
tion planning. Marks is called both 
the “author” of GF’s new structure 
and the “catalyst” of its components. 
Other areas under Marks are manu- 
facturing and engineering, general 
offices, operations, research, _ per- 
sonnel administration, public rela- 
tions, purchasing, and traffic. 

Under Ray Schmitz are acquisitions 
(companies, lines or products) ; cor- 
porate marketing, advertising and 


consumer service; new products, and 
research and development. 

Waterbury guides the offices of 
controller, general counsel, secretary, 
and treasurer. 

President Mortimer and Execu- 
tive Vice-President Hampton now 
divide the operating areas. Under 
Mortimer are operations of the 
Jell-O, Birds Eye, and Maxwell 
House divisions. Under Hampton are 
13 units: product divisions and sales 
divisions, and Canadian and interna- 
tional operations. Eight of these he 
directs through the two (formerly 
four) v-p’s for operations. 

Under Hampton, George O. Bailey 
is in charge of Bireley’s and Electri- 
Cooker divisions and Perkins Prod- 
ucts Co; Herb Cleaves, of the Corn 
Mill, Franklin Baker, Walter Baker 
and Gaines divisions, and Baker- 
Gaines sales division. Directly under 
Hampton are the heads of Atlantic 
Gelatin, General Foods Limited of 
Canada (Leon A. Miller), a new In- 
stitutional Products Division (Rus- 
sell Kramer), international opera- 
tions (George D. Bryson )and Wes 
Parker’s Post Cereals and Carton & 
Container divisions .. . 


Lunch Meetings 


GF has formed a 14-man Operat- 
ing staff composed of the executive 
staff and some top “operators.” It 
meets at lunch on the Monday pre- 
ceeding the monthly Board and 
Executive Committee meetings. 

Heads of all corporate service func- 
tions and operations and of all divi- 
sions compose a 37-man Management 
Meeting Group which meets twice a 
month Mortimer is chairman, 
Hampton vice-chairman and Genz 
secretary of all three groups. 

GF does not go in for “committee 
management.” The new pattern em- 
phasizes more individual responsi- 
bility. While the work of staff leaders, 
Wayne Marks says, is “planning and 
coordinating,” the division managers 
—under the top “line” executives— 
are charged with the task of getting 
things “efficiently made and profitably 
sold.”’ 

Each division manager has a “P&L 
responsibility for ‘his’ business. He 
sets his own sales targets, and orga- 
nizes his facilities and manpower to 
hit them. (The targets, however, are 
checked quarterly with top manage- 
ment: he may be too optimistic or too 
cautious.) For two years this divi- 
sional ‘autonomy’ has worked well 
for coffee and cereals, where it was 
first installed. We expect it to help 
to realize the potentials of other 
divisions, too.” 


SALES MANAGEMENT 


GF Creates New 
—and Stronger — 
Sales Divisions 


General Foods was created on the 
concept that a Single Sales Force 
could handle effectively a_ varied 
“line.” A single salesman, handling 
58 products, until recently was GF 
to his retail or wholesale customers. 

In the last two years, and particu- 
larly since July 1, five GF salesmen 

each representing a different group 
of products—call on each grocery cus- 
tomer. 

The single sales force of General 
Foods Sales Co. took some time to 
effect. Three decades ago GF had 
separate groups called Post Products, 
Baker Associated, Calumet-Certo, 
and Hellman—the last of which was 
taken over by Best Foods. And hardly 
had all GF products been brought 
into one “portfolio,” when the acqui- 
sition of Birds Eye frozen foods 
brought a separate sales force for 
them. 

In 1953 Maxwell House coffee 
and Post cereals also set up separate 
sales divisions. All other products 
were handled by General Foods Sales 
division. Now, with the launching of 
the Jell-O (formerly Associated 
Products) and Baker-Gaines sales 
divisions, the old GF sales division 
has gone out of existence. 


Institutional Division 


Another new division is Institu- 
tional Products. This sells to hotels, 
restaurants, etc. — direct through 
wagon distributors and_ specialized 
wholesalers. 

The two lines of Perkins Products 
Co., Chicago, (Kool-Aid soft drink 
powders and (Good Seasons 
dressing mix) are sold through 
brokers. W. Parlin Lillard is presi- 
dent and general manager of Per- 
kins. Another consumer product divi- 
sion is Bireley’s (non-carbonated 
beverages), Los Angeles—of which 
Darrell Ingalls is general manager, 
and the products of which are sold 
primarily in the West. 

Vice-President Robert H. Bennett 
is in charge of all operations of the 
new Jell-O divisicn (which also em- 
braces Minute foods, Certo, Sure- 
Jell, D-Zerta and Swans Down flour 
products.) Operating V-P Herb 
Cleaves is general manager of Baker- 
Gaines—marketing the products of 
Walter Baker chocolate, Franklin 
Baker coconut and Gaines dog food 
divisions. 


salad 
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The new setup springs from GF’s 
recognition of the fact that a division 
manager and his group can prove 
themselves only with a sales organiza- 
tion under his control. It also derives 
from the fact that over the years 
single “products” have become large 
and varied lines. “Maxwell House” 
today, for example, Charlie Mortimer 
tells SM, means “regular” or drip 
coffee, in cans or bags; or soluble 
coffee; or decaffeinated (Sanka or 
Kaffee Hag), regular or soluble. In 
some areas this division sells Yuban 
and Bliss coffee brands. 

Den dere’s dat ol’ debbil Competi- 
tion . . . The GF salesman got a 
calendar showing which products he 
was supposed to work on. “We used 
to indoctrinate a man in two hours 
to become a cereal salesman,” Morti- 
mer says. “Then we had to ‘brain 
wash’ him for Swans Down... Yet 
as a Swans Down man (pro tem) he 
had to compete against year-around 
salesmen for Betty Crocker or Pills- 
bury.” 

Under the calendar setup, in fact, 
Herb Cleaves adds, GF’s' men 
couldn’t do justice to GF’s other 
products: “A man_ assigned to 
Minute Rice would call on a grocer 
whose big problem that day was get- 
ting rid of a shipment of bananas. 
Our man wasn’t permitted to help 
him with a companion-product pro- 
motion. He had to talk Minute Rice.” 


General Foods had become too gen- 
eral for its own sales good. 

The first break from the single 
sales force came when GF acquired 
Clarence Birdseye’s “frosted foods” 
process (and a large unsold inven- 
tory) in 1929. This required long 
and costly years of dealer and con- 
sumer education . . . indeed, decades 
of pioneering and experiment. In the 
last year, however, Mortimer recently 
told the New York Security Analysts, 
‘we have reached the point where 
(Birds Eye) profits, although not 
lush, were extremely satisfactory.” In- 
stead of freezing everything edible, 
GF has settled for ‘“‘a fraction of the 
business” of the total 1,200 proces- 
sors. 

A continuing problem is insuffi- 
cient freezer space in stores. But the 
Birds Eye salesmen try to see to it 
that, whatever brands get into the 
freezers, Birds Eye is one of them. 

Frozen foods are not the only prod. 
ucts which are “different.” . . . In 
1949 GF Sales Division was split, 
temporarily, into two groups: A 
“Red” force handled Maxwell House 
and Post cereals and a “Blue” force 
everything else—except Birds Eye. 
Then in 1953 Maxwell House set up 
its own sales organization and a 
separate Post cereals sales force was 
established within the GF sales 
division. 


(Continued on page 100) 


Davis baking powder. 


unload. 


maybe two years! 


and the late J. Stirling Getchell. 


executive vice-president. 


Marketer Mortimer 


President of General Foods Corp. since April 1954, Charles G. 
Mortimer first got into marketing in 1921 as assistant sales manager 
of R. B. Davis Co., Hoboken. He rose to become sales manager for 


In those days, when business may have been even harder than now 
to acquire, Mortimer found himself breaking in a new salesman (who 
was older than he) by showing how much baking powder he could 
Mortimer finally signed a small customer for a whole barrel. 
The new salesman said admiringly: “Gosh! 
And on your first call!” ... 

Since then Charlie Mortimer has been more concerned with helping 
retailers move goods off their shelves. 

In 1924 he went to George Batten Co., advertising agency, where 
he worked with such men as Bill Benton and Chet Bowles, Ted Bates 


In 1928 Mortimer joined GF’s predecessor, the Postum Co., where, 
after various marketing jobs, he became a vice-president of General 
Foods Sales Co., in charge of a group of products. That was 1935. 

Later he was placed in charge of all GF’s marketing functions; then 
was made a corporate operating v-p., directing four divisions. He 
became a director of General Foods in 1950 and, two years later, 


Among other positions, Charlie Mortimer has served as chairman 
of the Advertising Council and of Association of National Advertisers. 


A year’s supply— 


Out of the Pits 
Into the President's Chair 


... the route wasn’t quite that short. But Albert L. Nicker- 
son, who has been named president of Socony Mobil Oil Co., 
did begin his Socony career as a $19-a-week attendant in a 
Brookline, Mass., service station. This might have seemed, to 
some of the aristocratic Nickersons’ Dedham neighbors, a come- 
down for a Harvard graduate. But young Nickerson knew 
where he was going and he had his eye on the president’s chair 
of his big company. For three years he worked in service stations 
as attendant, shift manager, station manager and station super- 
visor. By the time he had gone on to be one of the company’s 
general salesmen he knew as much about service station opera- 
tions as anyone on the payroll. In 1940 he was made district 
sales manager in Brockton . . . the next year he was New 
England Division manager. When he was only 34 he was 
sent to England as chairman of the Vacuum Oil Co., Ltd., 
learned overseas methods of operation. He returned to the 
States in 46, was made a director of Socony-Vacuum. He 
headed the company’s domestic marketing operations until late 
in 51. At that point he was elected v-p. In 1952-1953 he was 
v-p of the marketing council, American Management Associa- 
tion. His quiet weekends with his wife and four children in 
Rye, N. Y., are very meaningful to him. He’s an outdoor sort 
of man and he and the family like to go sailing together. 


Salesman at Nine 
He Still Sells Magazines 


When Ed Kimball, Parade’s new v-p, director of advertising sales, was a sprout of. sub- 
Boy Scout age he sold Curtis Publishing Co. magazines back home in Salina, Kan. He was 
a master salesman even then—100 magazines each and every week. When he reached the 
rugged old age of 13 he worked at a local bank as an exchange and collections clerk. Didn't 
like the money. Next summer he went to work as a grease monkey in a Skelly Oil station. 
By the time Ed got to the University of Kansas he knew what he wanted: journalism. He 
was sports and Sunday editor of the University’s Daily Kansan, business manager of the 
humor magazine. He also made Sigma Delta Chi, honorary journalism fraternity. When he 
got out of college he nabbed a job selling classified ads for the Topeka Daily Capital, then 
branched out into display. In 1934 he was with Capper Publications, Inc., which sent him 
“East” to Cleveland. He gained experience and Mrs. Kimball. In ’42 he joined The A meri- 
can Magazine. At the end of the year Red Motley became its publisher. When Red moved 
to Parade he took with him the invaluable Mr. K. The map pictures his sales team. 
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LEON HECHT 


Instead of Selling 
He Almost Bought! 


S. B. (for Sherod Blanchard . . . “until now,” he winces, “only my wife and 
daughter knew’’) Scott is the new director of sales for Wyandotte Chemical 
Corporation’s important Michigan Alkali Division, Wyandotte, Mich. But the 
company’s well-meaning director of purchases almost had him buying rather 
than selling. Scott, originally a Denver boy, had been with Chrysler Corp. for 
nine years. In 1941—due to war and no cars to sell—he was brought in to 
Detroit from Evansville. (He'd been district manager there.) Wyandotte’s 
purchasing agent, a Scott neighbor, got the idea S. B. was out of work, asked 
him down for job talk. Fortunately, the director of eastern sales said “whoa.’’ 
Next thing Scott knew he was that gentleman’s assistant. In 1950 he became 
manager of the New York office. In his new post he’ll be directly responsible 
for all sales and sales activities of Michigan Alkali. Through the general 
product managers he’ll have responsibility for sales aids in the form of promo- 
tional plans and programs to step up direct selling efforts. He’ll also collaborate 
with other divisions on sales of all company products. . . . Scott might not qualify 
for a sales job with the company today, when Wyandotte requires its salesmen 
to have chemical backgrounds. He holds a plain old B.A. from the University 
of Wisconsin . . . where he also won his wife. 


TH EY’RE IN THE NEWS BY HARRY WOODWARD 
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WHAT’S IN IT FOR ME? When White faces a 
prospect for the first time, he has but one objective: 
to arouse interest, by stressing benefits, to the point 
where he is permitted to demonstrate his product. 


if You Sell to the Industrial Market .. . 


Get ‘Em to Test It... 


UNLOADING CYLINDER FOR TEST is really part of 
demonstration. Driver shows one man can lift tank. Greater 
ease of handling, but for storage and for moving cylinders 
to point of use, is a secondary benefit with strong sales appeal. 


And It's Nine-Tenths Sold 


Acetogen gas, a relative newcomer, is challenging acety- 
lene's supremacy for metal-cutting. It's making headway 


because: 


|. Selling stresses benefits to management; worker. 
2. Selling revolves around in-plant demonstration. 
3. Selling is documented with performance reports. 


Based on an interview with 


S. H. WHITE + President, Acetogen Gas Co. 


So you sell an industrial product 
which encounters resistance because 
so many factory people hate to change 
a traditional way of doing things? 

If so, you may get your foot in the 
door of the front office. But the pay- 
off comes on the factory floor. It 
comes when the factory worker who 
uses the product makes his own ex- 
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periment, observes results, and tells 
the Purchasing Department or the 
Methods Group that the efficiency 
claims stand up under actual working 
conditions. 

Such is the experience of Acetogen 
Gas Co., Detroit, a growing small 
business that is working against the 
entrenched market position of acety- 


lene in the metal-cutting field. 

“Our business is 95% selling,” 
H. White, Acetogen presi- 
dent. “And the principles are the 
same no matter what kind of prod- 
uct or service is involved.” 

White’s sales formula is simplicity 
itself. It is founded on some of the 
simplest rules embodied in every 
elementary text on salesmanship. . . 
rules which, more often than not, are 
either ignored or poorly applied by 
makers of industrial products. White 
believes in talking not about the 
product itself, but in concentrating 
on the benefits the user can derive 
from it. He believes in conscious 
error on the side of understatement 
in sales presentation thinks it 
sound and effective sales strategy to 
let the buyer discover some added 
benefits for himself. 

He believes that one 200-word re- 
port from the chief engineer of a 
user-company is worth 10,000 words 
of explanation and persuasion by any- 
one representing the seller. And he 
is convinced of the necessity for pin- 
pointing the sales appeal to the pri- 


says S. 
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THIS IS THE PAY-OFF: Acetogen cylinder, now on factory floor, is hooked up to whatever metal-cutting opera- 


tion may be under way. With general manager, factory foremen and supervisors looking on, test is made. 


In 


-minutes everybody can examine results, compare them with efficiency of process Acetogen seeks to dislodge. 


mary job functions, the primary 
range of authority, and the primary 
selfish personal interest of each indi- 
vidual who exerts buying influence. 

The last-mentioned point bears 
emphasis because, in the case of a big- 
corporation prospect, the Acetogen 
story may have to be told to as many 
as 20 men, ranging all the way from 
front office brass and_ purchasing, 
through the Methods Group and 
factory management personnel, down 
to the man who wields the torch. 

This brand of salesmanship has 
paid off. Acetogen Gas Co. is only 11 
years old, but now, even though its 
distributors officially cover only 27 
states, it serves industrial prospects 
almost everywhere in the U. S. and 
England. Sales have increased each 
year, with 54 volume running 50% 
over °53. Total volume is now over 
$3 million. 

The gas known as Acetogen finds 
its market in any industry where steel 
or non-ferrous metals are made, used 
or fabricated. The gas is used, either 
with a hand torch or on a machine, 
to cut, scarf, gouge, anneal, braze, 
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SIGN HERE! Back in the office, general manager clears order for cylinder and 


tips left in the factory, and the work of follow-through begins. 


if the prospect- 


company is engaged in a variety of metal-cutting operations, it’s often possible 
to arrange for similar tests to be made in other departments. 


and caseharden. In larger-scale ap- 
plications it is often mixed with city 
gas to displace an acetylene generator 
and to achieve extra cost-savings. 


It cuts 36-inch billets for a ship- 
building firm in California, where it 
ousted much more expensive hydro- 
gen. It blows holes through four-inch 
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CUTTING WITH ACETOGEN 


If Cuts Look Like This.....Here’s Why..... 


MAKE IT SIMPLE: 


Cutting oo T00 SLOW 


: Top edges rounded, gouges 
in lower part of cut, tightly 
adhering slag. 


Tr Speed TOO FAST 


Drag lines raked wie 
sharply, cut may be lost 
tightly adhering slag. 


Sa Aa 


And make it short. Acetogen believes in service and 


promotional materials which are fast-reading and so clear that almost anyone 
can grasp the messages quickly. Here’s a sample from a 4-page folder designed 
to educate customers on correct usage of the produci to get the best results. 


plates in a huge electrical manufac- 
turing operation in Pittsburgh. It 
heats to forging temperature in sec- 
onds lengths of pipe required for an 
industrial heavy equipment manufac- 
turer in Pennsylvania. For a locomo- 
tive company it cuts stacks of scrap 
as thick as four feet without clamp- 
ing or sorting to get uniformity. 

In finding its markets it must al- 
most always dislodge acetylene, the 
gas long-established in these areas of 
industrial processing. 

In addition to selling the gas itself, 
the company makes and sells patented 
tips for every kind of torch. (“A 
razor blade business.””) Acetogen gas 
plus Acetogen tips make up what is 
known as “The Acetogen Process.” 

When the product was introduced 
in 1944 in the Detroit area, it started 
from scratch with White himself 
filling the first cylinders. His belief in 
its potentialities led him, more by in- 
stinct than by direction, to the sales 
approach which, with refinements 
brought about by experience, is still 
proving effective today. (He had 
been trained as an architect, had 
neither chemical nor engineering ex- 
perience. ) 

Demonstration is the very heart of 
the process by which a cold prospect 
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is converted into an_ enthusiastic 
Acetogen user. The problem is to 
maneuver the approach, sometimes 
through one channel, sometimes 
through another, to get that demon- 
stration. 

This is how it works out: 

In a small or medium-size company 
where there is neither a Standards 
Group nor a Methods Group, the 
sale is initiated in the Purchasing De- 
partment. “Here,” White explains in 
analyzing his technique, “we focus 
immediately on lower costs . . . and 
generalities won't do. We must be 
very specific. We break down over- 
all cost-savings into several cate- 
gories: 

“To begin with, we point out that 
Acetogen gas costs from one-third to 
one-half less than acetylene when 
measured in terms of the work it will 
do. 

“To this can be added the savings 
in handling cylinders. One 120-pound 
cylinder of Acetogen is equivalent to 
four cylinders (about 1,000 pounds) 
of acetylene. Maintenance time to 
change tanks is thus reduced sub- 
stantially. (A Detroit auto body com- 
pany reported a reduction of 87.5%.) 

“Another cost factor is floor space 
requirement. Acetogen cylinders take 


75% less floor space than acetylene. 
“Due to certain features of Aceto- 

gen tip construction, less time is re- 

quired for the cleaning of tips. 

“Still another cost-saving factor 
varies from company to company, de- 
pending on the metal-processing op- 
eration involved. Acetogen either 
eliminates entirely, or cuts down sub- 
stantially, the need for machining 
after cutting. For example, in the 
armor plate industry, grinding is 
totally eliminated when Acetogen is 
used for plate preparation, and 
tolerances are reduced to one-thirty- 
second of an inch.” 

Along with such detailing of 
savings, the salesman is almost sure 
to exhibit a list of big-company users, 
and to point out the names of those 
engaged in a manufacturing opera- 
tion similar to that of the company 
being approached. 

“At about this time,” White says, 
“we arrive at a crucial point in the 
sales presentation. The P. A. may 
exhibit definite interest, may indicate 
that he’d like to see the results of a 
test. But running through his mind 
is the thought of the job then in 
work in the plant . . . the job that 
has been promised for next Thurs- 
day. He may say to himself, ‘I’d like 
to test this man’s product, but he’s 
going to interfere with production. 
He'll go down to the factory floor, 
part of the operation will stop, and 
five or six men will gather around to 
watch. Then instead of getting our 
order out next Thursday, it will be a 
week from Thursday.’ 


Over the Hurdle 


“This is how we ease his mind. We 
tell him: 

“*There is no change required in 
your techniques. There is no change 
in cutting speed. The operator 
doesn’t have to change the pressure. 
All we need to do is to hook up an 
Acetogen cylinder instead of an 
acetylene cylinder and put one of our 
tips on a torch. In five or six minutes 
the operator can go ahead with his 
job. Therefore there’s a minimum of 
interference with production . 

“*When you come down to the 
plant floor in another half hour, 
you'll be able to see the finer cut 
we've been talking about. And your 
own man will tell you whether our 
claims have been justified . . .’” 

Says White: “I’ve sold more 
darned gas with that simple idea!” 

If an experienced factory man is 
involved in the test, at the most two 
or three cutting jobs are enough to 
demonstrate results. “The difference 
in cuts made with Acetogen is self- 
evident. Cuts are sharper and cleaner 
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what's all this stuff about 


< 


L 


Come clean, Uncle Schuyler, isn’t 
that just a slick sales approach 
that some industrial marketers 


use to disarm buyers? 


Fas a 
Don’t tell me you’ve master- 
minded a way to turn the buyer’s 
problem into a sales advantage. 
All right, let’s have it... 
prospect’s office... 


I get it! The pay-off is that salesmen get 
to spend more time with folks who have 
already taken one step toward selecting a 
possible supplier. So they have more 
chances to sell by helping interested 
prospects buy. Why, that’s real simple... 
like taking candy from a baby! 


NOTE: The model is the No. 2 child of Bill Brown, 
Production Manager, The Schuyler Hopper Co. 


The Schuyler Hopper Company 
12 East 4Ist Street, New York 17, New York * LExington 2-3135 
“Ditch-Digging Advertising’ that Selis by Helping People Buy 


SneG. U.S. PAT. OFF. 
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Now let’s see if I’ve got this 
straight. First you make sure that 
adequate product information is 
anchored in every worthwhile 


Baw 


What? You mean lots of people 
who specify and buy industrial 
products really have trouble lo- 
cating the right suppliers? 


-.. then you use advertising to 
seek out those of your prospects 
who have a need right now... 
and direct them to that product 
information... 


Burkhardt 
ZiP-A-KITS 


give your salesmen 
MORE PRESTIGE... 
MORE PRODUCTIVITY! 


One of many unusual Burkhardt Zip-A-Kits. 
Features 3" prong metal for extra capacity. 


Sales managers know that tired looking sales material, 
catalogs and carrying cases are deadly to sales. 


And that’s where Burkhardt Zip-A-Kits come in! For Zip-A-Kit cases 
are tailored to fit your every selling need . . . keep contents new and 
fresh-looking. Whether a simple interview ... or a long selling cam- 
paign ... they help your salesmen tell a logical, convincing story 
every time. That’s because they keep every piece of selling informa- 
tion in exact, compact, easy-to-reach orcler. 


And talk about keeping up appearances! A compiete line of top grain 
cowhides and vinyl coated Burvyl in scratch, stain and perspiration- 
resistant finishes. All wear spots reinforced for longer wear. Every 
case is sewn with heavy duty thread for extra protection against 
tearing or ripping. 


Best of all, Burkhardt Zip-A-Kits are available with instant-action 
post, prong and ring metals which permit flat opening and fast, easy 
page changing of catalogs and other loose leaf literature. Whether 
you need a 1” or a 6” capacity, there’s a Burkhardt style to fit your 
requirements and budget. 


THE 


You'll find Burkhardt Zip-A-Kits 
build prestige . . . build productiv- 
ity for your salesmen. Write for 
free copy of our new catalog. It 


gives complete facts on 2 
styles, prices and uses! 


COMPANY 


Binders to American Business since 1911 
545 WEST LARNED « DETROIT 26, MICHIGAN 


oontienntientinnstinestinanstinntanntaettentea 


Gentlemen: without obligation, please send me your illustrated Zip-A-Kit Catalog! 


Name 


Title 


Company 


Address 


City 


and smoother, and there is less dis- 
tortion on thin plates—a big factor 
in many plants.” 


At the time the test is being set 
up, there is opportunity to tell an 
entirely different kind of benefits 
story this time to the metal 
cutter himself. He is told that “there 
are certain advantages to Acetogen 
which are personally important” to 
him—advantages he does not enjoy 
with acetylene. “This,” says White, 
“arouses his curiosity and deepens his 
interest.” 

The salesman points out that the 
Acetogen flame does not hurt his eyes 
whereas the acetylene flame is incan- 
descent. While the worker habitually 
wears dark glasses, there are times 
during the day when he is without 
them. And medical authorities agree 
that frequent exposure to an incan- 
descent flame is damaging to eyesight. 

Second point stressed to the op- 
erator is that Acetogen will not back- 
fire. It is no more explosive than 
natural gas, whereas acetylene is 
eight times more explosive. There is, 
therefore, much less chance of injury. 
‘The operator is invited to try to make 
the gas backfire, and, much to his 
surprise, it does not. 


Tailor-made Appeals 

Thus we see application of the 
theory that, in a group selling situa- 
tion, an effective sales story is one 
which changes to meet the interests 
of the individual as it moves from 
one man to another in the sales-build- 
ing sequence: with the purchasing 
agent, accent on costs; with the metal 
worker, appeal to pride in clean 
work, appeal to selfish personal health 
and safety interests. 

The test completed, the Acetogen 
salesman addresses himself directly to 
the cutter. 

Salesman: “What do you think?” 

Cutter: “It’s all right. It makes a 
good cut.” 

Salesman: “Will you please tell 
that te your foreman?” 

Then, salesman to foreman: “Will 
you come with me to the Purchasing 
Department and give them this man’s 
report? They’re anxious to know.” 

Back in Purchasing, with the re- 
port made, final step is to ask the 
purchasing agent for a purchase order 
covering the cylinder of Acetogen and 
the tips left in the factory. The entree 
has been made. The next day there’s 
a follow-through call to solidify the 
sale and to head off any trouble from 
competition. There may be other calls 
each succeeding day until the other 
departments in the plant are estab- 
lished in the use of Acetogen. 
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10,000,000 
- inadvertising by. 
American business 


> Tio, 


In" j 
NOVEMBEp 1955 0. 0 ANNIVERS Apy 


in 10 years! 


During the past 10 years EBONY magazine has proved, by resu/ts secured for leading 
national advertisers, that it is by every measurement the leading adv:rtising medium in America’s 
$15 billion Negro market. In the 10 years from 1945 to 1955, these companies have advertised 
1569 products and services to the Negro market which now makes up a very significant part of the 
buying population. Advertising agencies . .. 2649 in number . . . have proved to their satisfaction 
time and time again that EBONY magazine on the list means more dollars in their clients’ cash 
registers. Of the 25 top agencies in the United States, 24 have been buying space for their clients 

regularly on EBONY '’S result producing pages. The November 1955 issue 
of EBONY magazine will be the greatest in its exciting 10 year history and 
will mark the beginning of the next decade of serving American business 
by providing a ready. vehicle to America’s great Negro market. Ask your 
advertising agency today to give you complete facts on EBONY... 
America’s leading Negro family magazine. 


Let us send you this free brochure 


10% Anniversary Issue 


closes August 15 
Call any of our 3 offices 


ate kin Around 
with KLEEN-STIK 


An “Oscar” for KLEEN-STIK 


4 they gave awards for outstanding 

.P. materials, guess who’ d win? 
KL EEN-STIK, of course! This 
versatile pressure-sensitive adhe- 
sive always give a top performance 
—no matter how difficult the role. 
Look at these recent “hits” star- 
ring KLEEN-STIK: 


A Furniture “First” 


DOUGLAS FURNITURE CORP., 
Chicago, presents this first really 
effective iy int-of-sale piece for chair 
backs. Of sturdy cardboard, in- 
graioualy cut an anes, it’s ‘held 

rmly two strips of easy-to-apply 
KLEEN-STIK. Thousands have 
already been used by Douglas 
salesmen. Ad Director JACK 
THOMPSON points out the actual 
sample of “LAMEX” plastic ma- 
terial attached, so customers can 
feel the quality. Smart modern de- 
sign and attractive pink-and-black 
a * BERGER-AMOUR, 
yhiesee, andled by BERNY 


"Take-One” Talker 


ae pose you needed a P.O.P. piece 
t several types of display racks? 
Selutiaureen KLEEN-STIK! 
That’s what THE FRITO COM- 
PANY, Dallas, did—with the hel 
of as agency, TRACE Y-LOCK 
Cco., Result —this eye-catch- 
ing Rock Talker’’, slotted to hold 
ake-One”’ coupons. Two stri 
of moistureless KLEEN-STI 
make it easy to peel-and-press orto 
any t a of display. Account Exec 
NEWSOME GAY, Artist BILL 
NEALE and Production Man 
FRANK SMITH did the creative 
work, with “bang-u Bx fi by 


PADGETT PRT 

CO., Dallas. 
Cast KLEEN-STIK in your sales 

‘*show’’ for eye-catching, long- 
lasting displays that sell and sell! 
Your regular printer, lithographer 
or silk screener will furnish the 
script for plenty of promotion ideas 
- + » Or set the stage yourself by 
writing for our free “‘Idea-of-the- 
Month” service today. 


KLEER-STIK PRODUCTS, INC. 


225 North Michigan Avenue * Chicago 1, Ill. 
Pioneers in pressure sensitives tor Advertising and Labeling 
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The order-building process assumes 
a different pattern in the larger com- 
pany that has a Methods Group in 
its operational setup. Because Meth- 
ods men owe their existence to their 
skill in finding more efficient prod- 
ucts and processes and services, they 
are usually eager to hear the story 
about anything that will cost less, 
work better, or contribute more to 
the well-being of factory personnel. 

First presentation, in such a com- 
pany, is made to the Methods Group. 
This group may—usually does—de- 
cide then and there where the first 
test will be made. The head of the se- 
lected department is called in, briefed, 
and the test arranged. If the demon- 
stration is successful, the Methods 
Group is almost sure to take the 
Acetogen cylinder over to the next 
department, and the next, and the 
next. Methods may go through the 
entire plant. Then it will call for a 
report from each department head. 
When satisfied, the Methods Group 
formally orders the Purchasing De- 
partment to buy. 


Come One, Come All 


There are instances, too, where 
policy forbids bringing anyone into 
the plant without a complete discus- 
sion with everyone involved. In such 
a case a meeting is called. It may be 
attended by as many as 20 men— 
from engineering, purchasing, safety, 
fuel, production, insurance, labora- 
tory. 

Recently at one such meeting in a 
huge plant in Buffalo, the Acetogen 
representative was provided with a 
blackboard and chalk. “Explain it to 
us,” the group requested. “Tell us 
what happens inside the cylinder .. . 
and what’s the story about cutting off 
the end of your tips for easy repair?” 
(Prospects begging to be sold!) 

In this case the salesman caught 
the balls as they were delivered, got 
his tests, sold the plant. But the entire 
test procedure was gone through de- 
spite the fact that another plant in 
another city, owned by the same com- 
pany, had been using Acetogen since 
1946. 

(“It’s a curious thing,” President 
White comments, “that sometimes 
one satisfied plant will help to sell 
brother-plants in the same corporate 
family. But sometimes just the re- 
verse is true. Sometimes there’s 
violent jealousy—to the point where 
Plant No. 3 doesn’t want something 
just because Plant No. 2 had it 
first.”’) 

Behind this simple, effective sales- 
manship program is a somewhat 
unusual distribution setup. 

The field organization is made up 


of licensees operating in 27 states. 
Territories, with a few exceptions 
(in the heavily industrialized states), 
are on state lines, and are always 
exclusive. White explains: 

“We look for men who have some 
capital to invest (it takes $15,000 to 
$25,000), and who have management 
experience. We put them in business. 
‘They become independent operators. 
They manufacture Acetogen in their 
own territories (it takes only $3,000 
to $4,000 worth of equipment and 
space to get started), buy tips from 
us and, after one year, begin to pay 
us a royalty of $1.20 on each cylinder 
sold. 

“Tt’s been amazing to me to learn 
how many thousands of people there 
are in every locality who respond to 
the idea of wanting to go into busi- 
ness for themselves. This I firmly 
believe: The conditions are just as 
free and open today for small busi- 
ness as they have ever been. All this 
hue and cry about big business 
stifling small business is wholly un- 
justified.” 

Acetogen’s licensees—covering 7 
27 states—number 19. About 40% 
them are one-man businesses. The dis 
tributor doing the greatest volume 
has but three additional men. Many 
of the licensees were located through 
advertising in The Wall Street 
Journal. (“We had thousands of 
responses.’’ ) 


Development of Licensees 


A standard explanatory letter is 
sent to each inquirer. If further inter- 
est is shown (and it must come from 
the inquirer . no follow-up is ever 
made), the man comes to the factory 
for an interview. If he seems to be 
qualified from the standpoint of man- 
agement experience, to provide rea- 
sonable assurance that he will not 
fail, he is invited to check with any 
established licensee to further his own 
understanding of the operation and 
to remove any doubts that the oppor- 
tunity offered may in any way have 
been exaggerated or misrepresented. 

The candidate is told frankly that 
it will take a minimum of six months 
before he can expect to break even. 
That point is usually reached with 
an established repeat sales volume of 
100 cylinders a month. When turn- 
over reaches 300 cylinders a month, 
the licensee must have the capital to 
put up a storage tank and must begin 
to buy raw materials in carload lots, 
which materially reduces the cost of 
the gas. He must also be prepared to 
purchase additional cylinders as he 
goes along. Cylinders represent the 
larger share of the investment. 
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Contrary to what an outsider might 
suppose, Acetogen neither looks for 
nor wants as licensees men who have 
had experience in the metal-cutting 
field. (“They have too many estab- 
lished habits of thought which would 
have to be broken.””) As a matter of 
fact, not a single licensee operating 
today previously had any experience 
in metal cutting. 

One, for instance, is a former vice- 
president of the Woodward Iron Co., 
Birmingham. He is licensee for Ala- 
bama and Mississippi. Another is a 
former Packard vice-president who 
had moved to California. In the Buf- 
falo area the licensee is the owner of 
a large foundry. He bought the Aceto- 
gen franchise and integrated the op- 
eration into his own plant. In Pitts- 
burgh the licensee is a former 
manufacturer representative. 

Most of the licensees are in the 
45-and-over age group. Says White: 
“They're largely men who have 
reached the point where they're tired 
of boards of directors. They want to 
be free agents, to manage their own 
affairs as they see fit, and to report 
to no one.” 

When a new licensee is signed up, 


an Acetogen’ headquarters engineer 
spends one week with him on his 
home ground. The work of the engi- 
neer is mainly that of showing the 
licensee how to operate at the pros- 
pect’s level and how to follow the 
procedure described earlier on getting 
to the factory floor for a demonstra- 
tion. Later, engineering help is “on 
call” at any time the licensee runs 
into a problem he cannot solve —a 
management problem, a salesmanship 
problem, or an application problem. 
There is no charge for the time of a 
factory man, but the licensee does 
pay his expenses. 

Technical bulletins and sales pro- 
motion literature are purposely ex- 
tremely simple . . . mostly two- and 
four-page pieces which can be read 
and digested quickly. “Elaborate 
booklets are a mistake,” White be- 
lieves. ““A man looks at one of these, 
puts it in a drawer, and says ‘I'll read 
that next week.’ But it will still be 
there four years from now, unread.” 

Note the reproduction, on page 44, 
of a portion of a boiled-down instruc- 
tion sheet designed to help 
understand and _ locate 
trouble. 
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“An hour it takes him to tell me I’ve got to go out and dig!” 


is, 1965 


To please 
Your Customers 


The COMET 
COMBINATION WEATHER 
INSTRUMENT 


A beautiful three-way barometer, ther- 
mometer, hygrometer for mante! or desk. 
Company name or insignia imprinted in 
gold or silver. 
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ADVERTISING POSTCARDS 
and LITERATURE in 
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You, like Kaye-Halbert, can secure 
advertising and sales promotional literature 
and postcards in full natural color 
at prices to meet a limited budget. 
Write today for samples and information 
to the nearest Crocker office. 
Dept. S-7. 


H.S. CROCKER CO., INC. 
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of a PENTON publication’s 
Effective Coverage 


Gathering the information for our Continuing 
Census is much like a survey you might make for 
your company. To determine what kind of plant 
it is, we first ask, ““What do they make?” 


They tell us, and we tag it with its proper Standard 
Industria! Classification* (S.I.C.) number or num- 
bers. Now, we know in which product categories 
this plant belongs. 


Next, if there is research or designing activity, it 
will be of special significance to several of our 
publications. 


How big is the plant? Employment figures help 
STEEL, AUTOMATION and NEW EQUIP- 
MENT DIGEST determine whether the plant is 
sufficiently large to justify coverage, or how many 
copies are required to insure adequate coverage. 
Gross sales volume provides an additional yard- 
stick for measuring the plant’s buying power. 


The presence of the designing function, and the 
number of engineers, gives MACHINE DESIGN 
a further means of evaluating the engineering 
activity. 

With the major trend to decentralization, it is im- 
portant to recheck the Company’s other plants. 
(In one case there are 115 separate plant locations.) 


Operations performed provide special interest clues 
for STEEL, FOUNDRY and AUTOMATION. 


Who’s Who? Markets are people after you know 
the plants. This gives us a start on checking 
the people. 

Add it all up and you can see how this Continuing 
Census benefits you as an advertiser. It is just one 
of the many reasons why PENTON publications 
help to make good advertising more effective. 


*All manufacturers use this system in reporting to the VU. S. 
Bureau of the Census. 
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Publishing Company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 


BY ELSA GIDLOW 


Red Carpet Salesmanship Rolls 
Month's Selling into 2’2 Days 


With a rented red carpet, a borrowed Fruehauf trailer, 


some props and an idea, Ac'cent's E. G. Freeman set out 


to sell a "chicken program" to food buyers responsible for 


1,120 stores. He gave himself half a week . . . and made it. 


Associates of E. G. Freeman, west- 
ern division sales manager for Ac’cent, 
thought he had rocks in his head when 
they saw him hugging a big roll of 
rented red carpet. 

“What are you going to do with 
that?” one of them asked. 

“Roll it out for my customers,” he 
smiled, leaning it against the latest 
model 35-foot Fruehauf Hi-Cube Vol- 
ume Van trailer he had borrowed 
from the Fruehauf people. 

After renting a truck to pull the 
trailer, he next went to the Ray 
Winther Co., San Francisco, bor- 
rowed one of its newest and finest 
Hussmann frozen food display cabi- 
nets. He then remodeled a convention 
exhibit setup used by International 
Minerals and Chemical Corp. 
(makers of Ac’cent) to fit into the 
trailer. 

With rented folding chairs, a desk 
and two chairs from his office, a pro- 
jection machine and 52-inch screen, 
spotlights and other equipment, he 
soon had a miniature theater set up 
in the trailer and decorated with a 
raft of showy P-o-P material. 

Freeman sells Ac’cent, a monoso- 
dium glutamate food seasoning, but 
the banners, posters, and spotlighted 
display featured chicken. What was 
the idea? 
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“To kill 10 birds with one stone,” 
he told his associates. 

He armed himself with slide charts 
of comparative figures, hired a driver 
for the truck, and mapped an itiner- 
ary to cover the San Francisco Bay 


UP THE LADDER to see the show. 
Here E. G. Freeman (left) gave a 
group sales presentation to Safeway 
buying committee. 


area. His program called for visits 
to top executives of some of the largest 
grocery chains and multiple store op- 
erations. It’s tough to see even one 
executive at a time—more often than 
not countless call-backs are necessary 

vut Freeman set himself the task 
of seeing every key man involved in 
making buying decisions, in each com- 
pany, in a single interview. 

“You've got a month’s work ahead 
of you,” his associates warned. 

“That's right,” Freeman admitted. 
But he had other ideas. 

This is how . . . and why he handled 
a difficult problem in the way he did: 
“I’m sure that buying decisions of 
large firms are rarely made now by 
one man,” he explained to a SALEs 
MANAGEMENT reporter. “It’s true of 
all kinds of businesses, particularly of 
the food field where my company’s 
customers are. What you find now 
in multiple-unit retail operations is 
a buying committee.” 

On such committees, Freeman says, 
are the purchasing director, general 
manager, merchandising manager, ad- 
vertising manager, and two or more 
buyers in charge of different depart- 
ments. There may be other executives 
as well. 

“It isn’t often that a salesman, or 
even the sales manager, has the op- 
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Grit—favorite weekly 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


in towns you’ve never heard of 


Wooing and winning Alice (N.Dak.) would scarcely 
Purchase (N.Y.) Prosperity (S.C.) for an ambitious 
advertiser. 

But put them together—add 16,000 similar small 
towns throughout the nation—and, marketwise, 
you've got a thing of beauty. These communities 
aren't suburban. They aren't farm. They're true 
small towns. 

One national publication is edited specifically for 
this market. It’s Grit. There's nothing else like it. 
Over 314 million people read Grit every week with 
real devotion. They read it for world news and for 
facts odd and strange. For advice on cooking, sew- 
ing, handiwork, family problems. For healthy 
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comics and non-neurotic fiction. For features that 
cover the whole gamut of small-town interests. 

They buy the brands advertised in Grit, too. An 
impressive list of success stories can leave no doubt 
of that. 

Grit belongs on the ‘‘must”’ list of every national 
advertiser who covets his rightful share of small- 
town dollars. The cost of a large-space, year-round 
campaign can work out to about $1 a town—an ad- 
vertising bargain if ever there was one. The results 
can be pure Delight (Ark.). 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


CSNEWSRAPES 


of the people, 15 years and older, in households owning 
new automobiles, in New York City and suburbs... 


are News readers- 


as you'll learn from the most comprehensive study 
ever made of the metropolitan market, and the part 
which each New York newspaper reaches. See the 


Profile of the millions 


. .. based on findings in 10,349 personal interviews 
made by W. R. Simmons & Associates Research, Inc., 
in New York City and suburbs. Visual presentation, 
by appointment only. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Frozen vegetables -39>, 


of the women in New York City & suburbs 
who served frozen vegetables in the last month 


are News readers- 


Women readers of the Daily News total 2,290,000! 
.., are the majority customers for bread, cereals, 
coffee, tea, soft drinks, ice cream, canned & frozen 
meats, detergents .. . as you’ll find out from the 
most authoritative study ever made of New York 
newspaper readers and their market influence . . . 


Profile of the millions 


Shown in visual presentation, by appointment 
only. Don’t miss! Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


portunity to make a presentation to 
the committee. Usual procedure is to 
take your story to the appropriate 
buyer—if you are lucky, to the di- 
rector of purchasing—and through 
that channel your story may eventu- 
ally get to the committee as a whole. 
Whether it does, or how soon your 
product or idea is considered, may 
depend on the enthusiasm you have 
been able to generate in your single 
contact. If you win, fine. If not, you 
try again in two weeks or 30 days and 
keep at it until you succeed.” 

Freeman makes plain that he is not 
criticizing this procedure . . . only 
that it is time-consuming; that once 
in awhile there is a program you 
know will benefit your customer or 
prospect, one which, because of its 
seasonal nature or some other time 
element, calls for prompt acceptance 
or rejection. 


Answer Quickly 


“In cases like that, if you can get 
to the whole buying committee for 
only a brief presentation, and get 
your answer—yes or no—it is bene- 
ficial for all concerned.” 

Just this sort of problem confronted 
Freeman. 

Amino Products Division of Inter- 
national Minerals early this year de- 
veloped an idea for selling Ac’cent. 
It was an extension of a program 
tested four years before to tie in the 
seasoning powder with the promotion 
of fresh and frozen poultry. The com- 
pany tried it on a small scale. The 
reaction: chicken sales excellent and 
Ac’cent sales up 42% in the test areas 
over the: United States. 

This year, with the poultry industry 
100% behind it, the company pre- 
pared to go all-out on a well planned 
related-item promotion, implemented 
with the most arresting point-of-pur- 
chase material that could be devised. 
Main pieces were yellow banners 
printed in black and red (‘““Today’s 
Best Buy! CHICKEN .. . with 
Ac’cent for more natural chicken 
flavor”) with illustrations of a car- 
toon-type chicken in Scottish kilts, 
and an Ac’cent package. Banners were 
offered in large (3414” x 18%”) 
and small (1714” x 9%") sizes free 
to retailers. They were priced at nine 
cents and six cents apiece to poultry 
people. 

Poultry trade associations and many 
processors, including American Poul- 
try Association and Armour & Co., 
gave full support to the promotion. 
They took tens of thousands of the 
P-o-P pieces, imprinted them with 
their name or brand. The entire pro- 
gram was energetically merchandised 
throughout the poultry industry and 
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by Amino Products at all levels of 
distribution. An Ac’cent-Chicken na- 
tional advertising program broke May 
19. For 25 days prior to that date the 
trade was briefed and stimvu/ated by 
daily “Chicken Wires” which told 
about major retailers’ tie-in plans. 

Freeman recognized the value of 
the program and remembered how 
sales of Ac’cent—and chicken—had 
increased in stores in his territory 
(the 11 western states, Hawaii and 
Alaska) during the original explora- 
tory campaign. He wanted to get 
every major chain and super market 
operator in his division behind it. To 
explain the program and show all 
the promotional material and its uses 
to from six to 10 individuals in an 
organization, separately, would re- 
quire a lot of man hours. 


PULL man 
Ticke TS 


That was when Freeman decided 
to borrow the trailer and equipment 
and put on his own little show. He 
planned his route to eliminate back- 
tracking. Most difficult part of the 
task was to get purchasing agents’ 
consent to a “blind” appointment. 
Freeman did not mention how he 
would arrive, simply said that he had 
“a chicken program”’ to present, that 
he had something very important they 
must see. 

He made it clear that he had valu- 
able information and tools to help 
them realize greater profits in their 
stores. If a P.A. demurred, Freeman 
asked firmly, “Do you mean to tell 
me that you can make a decision on 
the telephone, without even seeing 
what I have to show you?” That 
usually did it. He got appointments 
with buyers of all the important chain 
and super market headquarters in the 
area. 

Everything went off according to 
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Storage space? GS© Call... 


"YOUR ALLIED AGENT 


~ 


IDE 


NATION w 


me ~ 
Prompt service from the nation’s largest 
moving organization is assured you by 
more than 2200 modern Allied vans and 
by expertly trained drivers serving you 
throughout the U.S.A. and in Canada. 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, Il. 
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available 


National Sales Manager interested in 
making a change in present top-level 
administrative position. Presently respon- 
sible for: 


1. Over 30 million dollars annual 
sales ough wholesale, chain, 


drug, grocery and paper distribu- 
tors. 


- 30 soles offices and 300 sales- 
men. 

- Sales forecasting, distribution, 
market and product research, 
setting of quotas, coordinating 
— with promotion and adver- 
sing. 


Able to open doors for new distribution 
and sales. 

Personally known and respected by key 
executives of above distributors from 
coast to coast. Knows markets and their 
problems from personal contact. 


BOX +3135 


RENT YOUR CAR 


OR LEASE A FLEET 


TIONAL 


in all principal cities here and 
abroad consult your ‘phone di- 
rectory under “ NATIONAL". Write 
for courtesy card and directory to: 


" WATIONAL CAR RENTAL SYSTEM, INC. 
1209 WASHINGTON AVE., CE. 1-9209, ST. LOUIS 3, MO. 


on products in use 


Photographic and reporting 
assignments covered throughout 
North and South America 
MArket 2-3966 for aeons editorial or 
or write rch purposes 


sicxtes -ZLoto- apettng 00 SERVICE 


KEEP YOUR NAME IN YOUR CUSTOMERS HANDS 
PROMOTIONAL PENS Res. 


Finest quality Ball Point Pens— on 
Smearpreef Ink— Banker Ap- 
preved — Interchangeable Cart- 
ridges. Imprinted with your 
mame er trade-m: 


Alse available in all chrome, all 

geld and in the new enameled Sli 

pen and pencil sets, individually y 

gift bexed. Write for die 
ol. ane oD, 


DOVAL SALES COMPANY 
Dept. SM, 158 W. 23rd Street, New York 11, N. Y. 


phone 


L.H.B.M.A. 


For the sales-advertising director who 
wants an out-of-the- -ordinary direct mail 
campaign. ‘The Motto-of-the-Month" is 
unusual, effective economical, exclusive— 
but not for "stuffed shirt" organizations. 
GYMER—2121 E. 9th St., Cleveland 15. 
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TIE-IN PROMOTION of Ac’cent and frozen foods is stressed in this in-the-truck 


display case set-up. Principally, the accent was on chicken and Ac’cent. 
end of truck had small theatre, chairs, 


schedule, with one exception: the 
driver failed to show up. There was 
no time to find a substitute so Free- 
man himself drove. At each stop he 
rolled up to the most strategic park- 
ing spot he could find, preferably 
outside the office window of an execu- 
tive he hoped to interest. 

At one of the largest and most 
progressive California chains he 
parked outside the window of the 
president. He had a 100-foot drop 
cord attached to his “theater.”’ This 
he ran in through the window and in 
a moment the frozen display cabinet 
was busily refrigerating, spotlights 
were in place, and the fluorescent 
ceiling lights of the 13-foot-high 
trailer blazing. The red carpet was 
rolled out. 

The purchasing director was im- 
pressed. Freeman had no difficulty 
persuading him to call in other mem- 
bers of the buying committee. Even 
the president of the chain joined the 
group. 

He then got his charts ready, 
quickly made his presentation. The 
aim: to get the chain to agree to a 
chicken-and-Ac’cent promotion coin- 
cident with the proposed advertising 
campaign. Freeman pointed out why 
it was advantageous to push Ac’cent. 
Dollar sales of the product for a 13- 
week period, his charts showed, were 
over 50% greater than for a listed 
category of drugs and toiletries also 
sold by the chains. Another set of 
figures showed dollar sales of Ac’cent 
higher than for several items carried 
in the canned meat sections of stores 
in his territory. 

He offered specific sales ideas: 
special spot displays of his product in 
meat departments to tie in with fresh 
poultry. “Most women learn how to 
cook from their butchers,” he pointed 


Other 


literature. 


out, suggesting that store managers 
would sell more Ac’cent, as well as 
meat and other products, if they were 
educated to sell the customer Ac’cent. 

Response was excellent. In every 
instance Freeman had all key execu- 
tives of the companies in his audi- 
ences. Example of the effectiveness of 
the presentation: At headquarters of 
one of the country’s largest chains, 
Freeman made several attempts to 
start his presentation. Each time he 
was interrupted by his listeners ex- 
changing ideas. The facts were under 
their eyes. They took them in at a 
glance. Not waiting to be sold, they 
picked .it up from there and began 
planning their own applications. 

Results: in two and a half days 
Freeman made nine stops in the San 
Francisco Bay area, contacted execu- 
tives responsible for 1,120 major 
stores. He is getting cooperation he 
never had before. Although all the 
stores carried Ac’cent, many were 
giving it only small space and no 
special promotion. He was able to 
get both large and small sizes of the 
package stocked. The product is re- 
ceiving more and better display space. 
The stores are now aware of Ac’cent 
and its potential importance as a 
sales and profit builder. Above all, an 
improved and closer relationship with 
the accounts has been established. 
From present indications, Freeman is 
convinced that a better-than-50% in- 
crease in sales will result from the 
month’s work compressed into two 
and a half days of imaginative 
selling. 

“To tell the truth,” he admits, “I 
thought my plan would do a job, but 
I didn’t expect the reaction I got.” 
Freeman thinks the Salt Lake City 
area may be next on his road show 
itinerary. The End 
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The S.1.C.— What It Is 


S.1.C. stands for the Standard Industrial Classification 
which is a numerical system set up by the Federal Govern- 
ment to classify different segments of industry according 
to products. 

The S.1I.C. is presented in great detail in a Government 
publication: Standard Industrial Classification Manual, 
Volume |, “Manufacturing Industries,” Superintendent of 
Documents, United States Government Printing Office, 
$2.25. 

An industry can be classified on either a two, three, or 
four digit basis. The more digits the finer the classifica- 


tion. For example, 20 is Food and Kindred Preducts, 21 is 
Tobacco Manufactures, 33 is Primary Metal Industries, etc. 
As the table below shows, there are broad categories go- 
ing from 19 to 39 covering all manufacturing industries. 
Each of them has 3 and 4 digit categories within it with 
finer classifications. Let us examine a particular 2 digit 
category. 20 is Food and Kindred Products. Within it you 
find 201: Meat Products, 202: Dairy Products, 205: Bakery 
Products, etc. Let us look within 202 (Dairy Products). 
2,021 is Creamery Butter; 2,022 is Natural Cheese; 2,023 
is Condensed and Evaporated Milk. 


Examples of the Standard Industrial Classification 


Three 
Title Digit 
Ordnance and accessories 
Food and kindred products. ..201 
Tobacco manufactures 202 
Textile mill products 205 
Apparel and other finished 
products made from fabrics 
Lumber and wood products 
Furniture and fixtures 
Paper and allied products 
Printing, publishing, etc. 
Chemicals & allied products 
Prods. of petroleum & coal 
Rubber products 
Leather & leather products 
Stone, clay, and glass prods. 
Primary metal industries 
Fabricated metal products 
Machinery (exec. elec.) 
Elec. machinery, equipment 
Transportation equipment 
Professional, scientific, and 
controlling instruments 
Misc. manufacturing industries 


Title 


Meat products 
Dairy products 
Bakery products 


Four 


Digit Title 


The S.1.C. is used by: 


Creamery butter 
Natural cheese 
Condensed and 
evaporated milk 


* Sales Management's 
Annual Survey of 
Buying Power 


* Dun & Bradstreet 


* McGraw-Hill’s Indus- 
trial Market Planning 
Work Book 


* The Iron Age’s Mar- 
ket Data Books 


* Steel’s Census of 
Metalworking 


* The Census of Manu- 
factures 


and other places 
throughout Govern- 
ment and private in- 
dustry. 


How to Find, Classify, Contact 
Your True Market Potential 


BY NATHANIEL R. KIDDER AND FRANCIS E. HUMMEL* 


The marketing of industrial goods 
to the more than a quarter million 
manufacturing plants in the United 
States can be conducted more efh- 
ciently through the use of an indus- 
trial classification system. The one 
most widely used is the Standard In- 
dustrial Classification (hereafter re- 
ferred to as S.I.C.). This article de- 
scribes the way in which a variety of 
problems arising in the marketing of 
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industrial goods can be solved in 
whole, or in part, by utilizing market- 
ing information classified according 
to the S.1.C. 

The market for. an industrial prod- 
uct lies among manufacturing plants 
that have a use for the product. A 
manufacturing plant has a use for 
your product, if it has a problem 
which can be solved through the use 
of your product. If it is a production 


*Kidder is vice-president and director of 
marketing, Technical Marketing As- 
sociates, Inc., Concord, Mass. Formerly 
he was assistant professor, Maxwell 
Graduate School, Syracuse University, 
and was manager, market research, 
Jones & Lamson Machine Co. 


Hummel is assistant to the executive 
vice-president, Bryant Chucking Grinder 
Co. Formerly he was assistant professor, 
Amos Tuck School of Business Adminis- 
tration, Dartmouth College. 
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problem, your motor, or lubricant, or 
ball bearings may provide the solu- 
tion. If it is a distribution prob- 
lem, your conveyor belt, packaging 
machine, or mailing machine may 
solve it. 

Thus, industrial selling involves a 
problem-solving process. The pro- 
spective customer with a problem 
purchases the product he feels is best 
suited to solve the problem. The 
salesman does not waste the cus- 
tomer’s time extolling the technical 
proficiencies of his line. Rather, he 
shows the customer what the product 
will do for him. Example: a Jones 
& Lamson Machine Co. salesman 
would not just point out that his 
lathe operates at an incredibly high 
speed, then pause to observe the 
startled look of the customer. The 
point he would emphasize is that with 
this new machine the customer can 
produce 54 large precision bolts an 
hour, instead of his present 17, with 
no increase in labor cost or floor space. 
The salesman would then point out 
that this would permit the faster op- 
eration of the main assembly line 
which has had a bottleneck with re- 
spect to large precision bolts. In other 
words, the salesman analyzes the cus- 
tomer’s problem and shows how it 
can be solved through the use of the 
product he sells. 

Major task in marketing industrial 
goods is to find the manufacturing 
plants with problems which can be 
solved through the use of your prod- 
ucts, then sell them. How do you 
find such plants? It can be done 
through use of the S.I.C. 


Basic market analysis. \lanufac- 
turers in the same S.I.C. make the 
same kind of product and have the 
same or similar problems. Therefore, 
you must determine the various in- 
dustries (4 digit $.I.C.’s) that your 
market encompasses. How do you go 
about this? There are three basic 
complementary methods: 

1. If you are dealing with an es- 
tablished product, you must deter- 
mine the 4 digit S.I.C. number of 
each plant that is a customer for that 
product. You must also carefully 
analyze the models and attachments 
purchased, and the exact operations 
performed by the customer in solving 
his problem. In a company with more 
than 1,000 customers and_ several 
models or kinds of products, this calls 
for punch card analysis. A card 
should be punched for every product 
or group of products sold, identifying 
the customer, his S.I.C. number, his 
geographical location, type and model 
as well as any attachments, and date 
of purchase. It is also important to 
note whether the product was sold 


for production, inspection, 
work, etc. 

2. Have someone thoroughly famil- 
iar with the market for the product 
go through the S.I.C. manual and 
check off those 4 digit S.1.C.’s which 
he believes fall into its market. 

Example: In a case involving 
lathes, Jones & Lamson had its Sales 
Analysis Department make out punch 
cards, for each of the firm’s lathe 
customers over the past five years. 
Also two of the District Sales Man- 
agers went through the S.I.C. manual 
and checked off those 4 digit classi- 
fications they believed belonged in 
the market for the lathes. 

3. Solicit inquiries. This method is 
particularly applicable to a new prod- 
uct, or any product about which there 
is some doubt as to whether or not 
your present customers encompass all 
the S.I.C.’s in the potential market. 
This can be done by (1) publicizing 
the machine in several business pub- 
lications, inviting inquiries, or (2) 
using a widespread mail survey. 
Plants answering with inquiries can 
be classified on a 4 digit S.I.C. basis, 
thus indicating the extent of the 
market among the S.I.C.’s. Example: 
High speed electrical wheel heads 
were developed by the Bryant Chuck- 
ing Grinder Co. as part of the tooling 
for precision internal grinding 
machines. These precision ultra-high 
speed rotational devices obviously had 
other industrial applications within 
additional segments of industry. A 
promotional campaign for the wheel 
heads was conducted in general busi- 
ness magazines to achieve wide cover- 
age. As a result of this campaign, 
which consisted of advertisements and 
news releases, many inquiries for 
further information and, in some 
cases, for quotations on certain en- 
gineering applications were received. 
All inquiries were tabulated accord- 
ing to the S.I.C. of the plant making 
the inquiry. Thus, a number of 
S.I.C.’s were singled out as indicat- 
ing substantial interest in the product. 


repair 


S.1.C. potentials. Unfortunately the 
S.1.C., even on a 4 digit basis, is not 
a fine enough classification to allow 
you to assume that all plants in the 
same §.1.C. have identically the same 
problems. Therefore, the fact that 
you have sold to one plant in any 
particular §.I.C, does not necessarily 
mean that a// the plants in that S.1.C. 
are potential customers for your 
product. 

Example: The S.1.C. does not 
distinguish between plants that manu- 
facture their own component parts 
and those that assemble parts made 
elsewhere. Possibly plants in a given 
S.1.C. that make certain component 


parts, such as the large precision bolt 
referred to above, would all be worth 
a sales call. However, those who buy 
their bolts from an outside supplier 
would not. Therefore, each S.I.C. 
must be weighted, both according to 
its importance in your market and its 
percentage of plants that are prospec- 
tive customers. 

One way of weighting S.1.C.’s in- 
volves mail surveys and some direct 
interviewing to determine the per- 
centage of plants in each §.1.C. that 
have production problems solvable 
through the use of your machines. 
Once these percentages are computed, 
they can be applied to census data to | 
determine the actual number of 
plants in each S.I.C. that should be 
potential customers. Next, the per- 
centage of the total number of pros- 
pects found in each S.1.C. can be de- 
termined, and thus each S.1.C. can 
be weighted by its importance in the 
market. 

Example: Jones & Lamson has 
found that 60% of the plants in 
S.I.C. 3,583, the sewing machine in- 
dustry, have inspection problems best 
solved through the use of its Optical 
Comparator. However, this 60% of 
the sewing machine industry, which 
we call the S.I.C. percentage, only 
represents 0.19% of the total market 
for the Comparator. This 0.19% we 
call the S.1.C. weight. 

Once these S.I.C. percentages and 
weights are known, they can be effec- 
tively used by sales management, ad- 
vertising, and product development in 
conjunction with market research and 
sales analysis in the marketing of in- 
dustrial goods. 


Sales management. Primary job of 
sales management is to get the sales- 
men to the right place at the right 
time with the right information to 
make a sale. 

This involves an area of decision 
including (1) size and location of 
sales territories, (2) location of sales 
prospects, (3) preparation of the 
sales talk, and (4) measurement of 
sales effectiveness. 


1. Sales territories . . . 

. .. A district sales office should 
be located in a large concentration of 
plants with problems solvable through 
the use of your product. Exact de- 
lineation of the sales territories, and 
determination of the number of sales- 
men needed, are a function of several 
factors including market potential by 
areas, number and frequency of calls 
to be made, transportation, topogra- 
phy. The S.1.C. system can be used in 
determining market potentials by 
areas and number and frequency of 
calls to be made. 
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<li, bleed page in August“ Reader's Digest.” 


Name in 
mom oil, puts an Ever 
1 Promotion behind 


ACKAGED FOODS! 


The shopper-stopper advantage of foil packaging starts 
with aluminum itself—its brilliance, the richness it adds 
to rainbow colors. Yet through the years—and largely by 
Reynolds efforts—aluminum foil has come to mean much 
more than eye-appeal. The consumer takes it as a mark 
of quality—and a pledge of the manufacturer’s care. 


Reynolds fortifies this consumer attitude with an ever 
growing promotion. Every month a major national maga- 
zine carries a full-page, four-cclor ad on an important 
phase of foil packaging—using the name by which women 
know foil best: Reynolds Wrap. The schedule includes 
LADIES’ HOME JOURNAL, McCALL’S, FAMILY 
CIRCLE and READER’S DIGEST*. Reynolds network 
TV—and point-of-sale promotions—add their powerful 
selling of Reynolds Wrap Aluminum Packaging. 


So now more than ever, the customer is 
pre-sold when foil catches her eye... QUALITY 
her hand reaches out automatically. PROTECTED WITH \) 
Take advantage of this proved sales 
power. Feature the rainbow colors of LDS WRAP ,. 
aluminum foil packages. ALUMINUM 


*See Reynolds full-color “rainbow” PACKAGING 


Assurance of quality is im- 
plied by aluminum’s gleam. But 
it is made impressively clear by 


The Reynolds Wrap 
Aluminum Packaging Seal 


This Seal appears on billions of packages 
this year. It is becoming more and more 
familiar to your customers. When you 
point out the Seal, you show your own 
pride in the quality of the foods you sell. 


Miami, Fla... . . .$193,077,000 
Indianapolis, Ind. 175,207,000 
Kansas City, Mo. 171,200,000 
Providence, R. I. 169,810,000 
Portland, Ore. . 167,487,000 
Rochester, N. Y. 137,244,000 
Birmingham, Ala. 142,449,000 
Denver, Colo. . . . 130,473,000 


SAN DIEGO, cauir. $193, 636,000 


To reach and sell San Diego's BIGGER Food Market — the Eve- 
ning Tribune and San Diego Union are first choice... ranking 
first and second respectively in comparison with all daily 
newspapers in key Pacific Coast cities by major grocery 
linage classifications. 


You, too, can depend on these 2 great newspapers to tell 
and sell San Diego's 242,500 families. 


Dota Copyrighted 1955 Sales Management, Survey 
of Buying Power; further reproduction not licensed. 


San Diego Union 
REPRESENTED NATIONALLY BY AND THE WEST-HOLLIDAY COMPANY, INC. 


EVENING TRIBUNE 


2 
THE MOST 
IMPORTANT connik. 
WTHE USA 


The S.1.C. can be used to deter- 
mine size and delineation of sales 
territories. Take a county outline 
map, and for each county find the 
number of plants in each 4 digit 
S.1.C. in your market. When these 
findings are plotted on the map, sev- 
eral areas of high market concentra- 
tion will appear. Thus, for almost 
any type of industrial product, Chic- 
ago, Cleveland, and Detroit, as well 
as other cities, will-appear as centers 
of market concentration. 

A detailed presentation of the way 
the Bryant Chucking Grinder Co. de- 
termines area market potentials and 
sales territories is described in Hum- 
mel’s article, “Market Potentials in 
the Machine Tool Industry,” ap- 
pearing in the July 1954 issue of the 
Journal of Marketing. 

So much for the location of 
centers of market activities. Whether 
or not a district office is located in a 
given market concentration, and the 
number of men assigned to it, de- 
pends on the number of calls to be 
made. 

You must first determine average 
number of calls a salesman can make 
in a given time period, then find 
average number of calls that should 
be made per plant in each §.I.C. 
during that same time period. Using 
your county data above, you know 
the number of plants in each S.I.C. 
that need to be called on in the 
counties under consideration. If you 
divide the number of calls a sales- 
man can make into the number of 
calls to be made in the territory, you 
determine the number of salesmen 
needed to cover it. 


Area Market Potential 


An example of the use of area 
market potential figures in setting up 
sales territories is: Market potential 
figures for each state and industrial 
area in the United States show that 
over 80% of the United States mar- 
ket for Bryant’s internal grinding 
machine is concentrated in only 10 
states. For the domestic market, the 
company’s policy is to have direct 
representatives cover the areas of 
highest market potential, and to 
utilize agents in areas of small mar- 
ket potential and big distances to 
travel. The study pointed out new 
areas of sufficiently large and concen- 
trated market potential to justify a 
change from agents to direct represen- 
tation. 

With regard to the number of 
salesmen needed, each industry having 
use for internal grinding machines 
was classified into one of three groups: 
(1) those the salesmen should call on 
monthly; (2) those, bi-monthly; 
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(3) those, biannually. Thus, each in- 

dustrial area was analyzed by S.I.C. 

and size of plant, and classified as 

above so that for each area in the THE 
country the number of customers and 

approximate frequency of sales calls OREGONIAN ..: 
were known. The data were then 
used to aid in determining size of the 
territory and number of salesmen 
needed to cover it. 

If several men are needed to cover 
a few counties, such as in the Chicago 
area, a district office with several 
salesmen will be required. 

At the other extreme you have a 
large area with few plants, such as 
in North Dakota and Montana. Such 
an area is best served through an 
agent or a distributor. 


2. Sales prospects .. . 

. . . In addition to setting up sales 
offices and territories, sales manage- 
ment, among other things, has to 
locate prospects. How do you do this 
with the S.1.C.? 

It should be pointed out, first of 
all, that a by-product of surveys to 


set up S.I.C. weights and percentages REACHES 


is the uncovering of many prospects. 
In conjunction with surveying the | OR Beer oe 
markét for the Optical Comparator, 
a number of plants in each S.I.C. in 
the machine’s market were asked 
about their inspection problems, how 
they solved them, and whether or not 
they anticipated purchase of optical 
inspection equipment in the near 
future. A fairly large number of 
plants replied that they were in the 
market for such equipment. Market 
research immediately sent these 


a rshi 
names to sales management. This re- ..with circulation leadership 


sulted in several sales to new cus- Oregonian 13,756 City Carrier Lead 
tomers. Daily Lead 10,356 ABC City Zone Lead 

Conducting surveys to establish Over 2nd Paper 7,026 Retail Trading Zone Lead 
S.I.C. percentages and weights is in a 50,931 Total Circulation Lead 
sense partially an advertising func- 
tion. It leads to inquiries and the un- 
covering of sales prospects. It is up to --with advertising leadership 
market research to recognize pros- 
pects uncovered by its surveys, and 
immediately to notify sales manage- 
ment about them. 

S.1.C. percentages can be put to 
effective use in ferreting out pros- 
pects from industrial directories. 
Most industrial directories have a 
product section with headings taken 
from the S.I.C. The arrangement = 
may vary from the system employed THE Oregonian 
by the Industrial Directory of New PORTLAND 1, OREGON 
York State, in which each 4 digit 
EH et appears in numerical order Largest Circulation in the Pacific Northwest 
vith an alphabetical listing of all 233,188 Daily + 297,263 Sunday 
plants falling within it, to the ar- 
rangement of the lowa Directory of 
Manufacturers, in which headings *Sources: ABC Publishers’ statements for 6 months ending March 31, 1955; 
from the S.I.C. manual are listed Media Records total advertising, less AW, TW and Comics, 1954. 
alphabetically and the actual S.I.C. 


numbers are not used. In any case, REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Oregonian 2,613,570 lines Retail Advertising Lead 
Leadership 1,219,097 lines General Advertising Lead 
Over 2nd Paper 3,316,115 lines Classified Advertising Lead 
Year: 1954 7,148,782 lines Total Advertising Lead 
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PREFERRED 1, 
_ BUFFALO'S MEN’S and WOMEN’S STORES 


The effectiveness of the Courier- 
Express in reaching both men and 
women is attested to by the fact that 
both men’s and women’s-wear stores 
place their greatest daily lineage in 
the Morning Courier-Express — and 
use additional space Sundays to 
reach the largest circulation in New 
York State outside of Manhattan. 
You can best build sales throughout 
the rich 8-county Western New York 
market in the pages of its great 
morning and Sunday newspaper. 


1954 COURIER-EXPRESS 
WOMEN’S WEAR STORES 
DAILY 1,525,730 LINES 
SUNDAY 705,089 LINES 


MEN’S WEAR STORES 
DAILY 841,969 LINES 
SUNDAY 126,458 LINES 


ROP COLOR 


' 


BUFFALO COURIER-EXPRESS 


Western New York’s Only Morning p-type ld 


SCOLARO, MEEKER & SCOTT 
and Sunday Newspaper Pacific Coast: DOYLE & HAWLEY 
4 


arunkabt Rodent 


Rockford, Illinois is a city well worth 
remembering. It is the center of a rich 13 
county Northern Illinois—Southern Wis- 
consin trading area. It is the 2nd largest 
machine tool center in the world. It is the 
home of 399 diversified industries. Retail 
sales run almost 2 billion dollars per 
year. The Rockford Morning Star and 
Rockford Register-Republic give excellent 
coverage of the entire area. One hun- 
dred towns receiving home delivery have 
at least 30% circulation. Let us send you 
more information on Remarkable 
Rockford . . .write today. 


or in; 
ws & 
a* ‘Ne 


131,123 A.B.C. CITY ZONE 


"441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


BEST TEST CITY IN THE MID-WEST 


REPRESENTED NATIONALLY Y OURKE, KUIPERS A MAHONEY, INC. 


| if you select plants in industries with 


high S.1.C. percentages, you will 
know that a high percentage of the 
plants you call on will have prob- 
lems solvable through the use of your 
product. For example, if you select 
an §.1.C. with a percentage of 75 and 
call on all the plants listed in it, three 
out of four will be potential cus- 
tomers. 

Combining this information with 
information from sales analysis, sales 
management can frequently eliminate 
most poor prospects in the directories 
at very little expense. In these days of 
$17-$40 cost per industrial sales call, 
this can be very important. As an 
example, let us again refer to the 
case of the lathe and the large preci- 
sion bolts. A survey may have indi- 
cated an S.I.C. percentage of 75 in a 
given industry. Sales analysis may 
have discovered that the 25% of 
plants not in the market are those 
that buy their precision bolts from an 
outside supplier. A 10-cent telephone 
call to the plant in question may re- 
veal that bolts are purchased from 
the outside and thus prevent a wasted 
$40 sales call. Furthermore, the 10- 
cent telephone call may uncover the 
name of the outside supplier who will 
be a potential customer for the lathe. 
In turn this may help the supplier to 
cut the cost to the purchaser through 
the use of a more efficient lathe. 


3. Sales preparation — the sales 
talk 

... The reason we categorize our 
market according to the S.I.C. is be- 
cause people in the same S.1.C. make 
the same kind of products and pre- 
sumably have “he same kind of manu- 
facturing problems. 

Because of this, there is an addi- 
tional advantage in locating prospects 
via the S.I.C. system, either as a by- 
product of market research surveys, 
through an §S.I.C. analysis of in- 
quiries, or through industrial direc- 
tories. You not only locate prospects 
by knowing their S.I.C., but you pin- 
point their problems, and thus help 
the salesman to prepare for his call: 
He will have in advance a pretty 
good idea of the problems the par- 
ticular plant can solve through the 
use of his products, can brief himself 
on these, and build his whole sales 
approach around them. Thus the 
S.1.C. system can be used by sales- 
men in preparing specific sales talks. 
Later we shall see how advertising, 
with a similar approach, can use the 
S.I.C. system in preparing copy. 

Example: A salesman for the E. G. 
Staude Manufacturing Co., Inc., a 
subsidiary of Bryant Chucking Grind- 
er Co., selling packaging machinery 
would emphasize the versatility and 
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dependability of the equipment to a 
prospective customer in §$.I.C. 2,671 
(paper board boxes, folded, set-up, and 
corrugated) whose production called 
for a variety of box sizes. On the other 
hand, the salesman would emphasize 
the constant high speed and depend- 
ability of this machine to a prospec- 
tive customer in S.I.C. 2,071 (candy 
and other confectionary products) 
whose production calls for one box 
size produced at a high speed. 


4. Measurement of sales effective- 
nete.*. s 
A The area market potential 
figures for each sales territory pro- 
vide one method of checking the 
effectiveness of a company’s salesmen 
and agents. Periodically sales man- 
agement may compare its proportion 
of sales in each territory against the 
market potential for that territory 
and establish a relative measure of 
sales effectiveness. This can be tied 
in with sales compensation and sales 
forecasting. A detailed description of 
the way the S.I.C. is used in sales 
forecasting at the New Departure 
Division, General Motors Corp., is 
presented in the article by Robert E. 
Randel, ‘““How to Know Today How 
Much You Will Sell Tomorrow,” 
appearing in the January 1955 issue 
of Industrial Marketing. 

Example: The Bryant Chucking 
Grinder Co. compares market poten- 
tial figures of grinding and boring 
machines with sales and inquiries pro- 
duced. This comparison is used in 
the short run as a general guide post. 
For an analysis over a period of years 
purchases tend to be made up to the 
potential demand of the territory, 
and thus the area potential figures 
can be used with more assurance in 
checking coverage of sales districts. 


Advertising. Main job of indus- 
trial advertising is to get the adver- 
tising message into plants with prob- 
lems solvable through the use of your 
product, and to get the message read. 

The S.1.C. system can be used to 
determine the plants that should re- 
ceive your message and to measure 
the extent of in-plant circulation of 
various possible media. Also adver- 
tising, working closely with sales 
analysis, can use the S§.I.C. system to 
determine the problems to be kept in 
mind when writing its message. 

Whether or not the message, and 
the media in which it appears, will 
be read in the plant—and by whom 
—is another very important matter, 
but it lies outside the S.I.C. system. 

An analysis of the way in which 
knowledge of S.I.C. weights and 
percentages for your company’s prod- 
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Assures 
"Follow 


Through’”’ 


on your 


Personnel 


Transfers! 


United’s 450 agents and coast-to-coast net- 
work of warehouses, regional offices and 
“rolling stock” are linked together into a 
highly efficient transportation system by 
the most modern communications facilities. 
By means of teletype, United is constantly 
“in touch” with your moves—assuring com- 


plete control and supervision all the way. 


Before You Plan 
A Sales Meeting... 


You'll want all the help you can get to select 
just the right site . . . one that offers the best 


facilities and surroundings at rates you’d like 


to pay. 


You can have all the help you need without 
charge, you know, by calling upon Meeting- 
Site Service. 


This free service provides you with complete 


information on possible sites for: 


* Sales Conferences 

* Dealer Meetings 

* Traveling Exhibits 

* National Conventions 


Anywhere in the United States, Canada and 
Caribbean, facts on facilities and rates are yours 
for the asking. Simply tell Meeting-Site 
Service what facilities you need, for how many 
people, when, in what areas or cities. Complete 
facts—along with color brochures of hotels— 
will be sent to you immediately without cost or 


obligation. 


MEETING-SITE SERVICE 


A Free Service to Sales Management Subscribers 


Operated by 


Sales Meetings 


Part 2, Sales Management 
1200 Land Title Bldg. © Philadelphia 10, Pa. 


ucts can be used in selecting business 
publications for industrial advertising 
is presented in detail in the article by 
Kidder, “The Cost Effectiveness Ap- 
proach to Industrial Space Buying,” 
appearing in the April 1955 issue of 
the Journal of Marketing. In broad 
outline, advertising and market re- 
search obtain from each prospective 
magazine a statement of its circula- 
tion according to the number of plants 
reached in each 4 digit S.I.C. They 
then compare their S.I.C. percentages 
and weights with those of the maga- 
zines, and give the highest rating to 
the magazine with the most favor- 
able comparison. Crucial determinant 
is cost per plant of getting your mes- 
sage into plants with problems solv- 
able through use of your product. 

When buying space in magazines, 
advertising must also give strong 
consideration to such things as edi- 
torial content, impact analysis, in- 
quiry analysis, readership, etc. 

An example of the use of the S.I.C. 
system in Bryant’s advertising with 
regard to internal grinding machines: 
In determining the advertising pro- 
gram, the S.I.C. system was used ex- 
tensively. Sales analysis indicated that 
the market for internal grinding 
machines was heavily concentrated in 
three 4 digit S.I.C.’s. This fact served 
as a basis for establishing the annual 
advertising campaign. Examples of 
problems solved through the use of 
the machine, furnished by sales analy- 
sis to be used in the advertising copy, 
were selected from the three major 
S.1.C.’s. Magazines were selected 
which would best cover the three 
S.I.C.’s. Finally, material about the 
use of the machines in solving prob- 
lems were mailed directly to plants 
in those three S.I.C.’s. 


Product development. If a new 
product is contemplated, market re- 
search finds out the problems it will 
solve in each S.I.C. Market research 
also finds how these problems are 
being solved, and approximate price 
the manufacturer will pay for the 
proposed new solution. 

Example: Jones & Lamson care- 
fully surveyed the market before 
building a new machine tool. First of 
all, one of the sales managers went 
through the Standard Industrial 
Classification Manual and checked 
off the industries (4 digit S.I.C.’s) 
included in the machine’s market. 
Next, a survey was conducted to de- 
termine $.1.C. weights and percen- 
tages and the relation between market 
potential and machine size. It was 
found that unless the machine were 
up to a critical length, a significant 
percentage of the market would be 
lost. The End 
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PETROLEUM 


WEEK 


A New Concept in Communication Service 


Acceptance is Immediate! 


PETROLEUM 
WEEK 
Petroleum Week is here. The long-awaited, much-needed publica- 


tion that integrates the entire oil industry is a reality —the first 


magazine designed for specialists and management in all segments 


of the industry. 


PETROLEUM 
WEEK Petroleum Week is off to a flying start, having already met the tests 


of reader and advertiser acceptance. More than half of the initial 
distribution is paid, and the list of advertisers is impressive and 
growing fast. 


4 “acta ah Petroleum Week is written for oil men by oil and business-commu- 


nications experts. It penetrates every significant level of operation 
and management . . . covers both the technology of the job and the 
business of the job. 


If you're selling to the oil industry, Petroleum Week is for you. You will want to use 


PETROLEUM WEEK regularly because everything important in oil is important to 
Petroleum Week readers. Call the McGraw-Hill office nearest you for additional infor- 
mation. Make sure you examine Vol. I No. I. 


PETROLEUM ; er , 
WIEk Petroleum Week is the communications center for all interdependent 


areas of activity — exploration and production, refining, transporta- 
tion, and marketing. Petroleum Week communicates and cross- 


communicates ... keeps each branch of the industry up to date on 


developments in all phases of oil. 


mE \ : , 
Ad bre gees Petroleum Week has a change-of-pace format that spotlights salient 


points — giving the broad picture in bold, eye-catching type for 
variable-speed reading. You get the “meat” of the story fast and 


you can change pace anytime you want details. 


tiie Petroleum Week is unique. It is the only industry-wide, industry- 
eek = deep publication . . . it is the only cross-communications medium in 
, its field ... it is the first publication designed from the start around 

the requirements of the new art of writing for variable-speed, faster 


and more efficient reading. 


see list of 
advertisers 
Vol. | No. | 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, New York 


A McGRAW-HILL aS dee 
PUBLICATION Cross- y Communications for Men Who Matter in Oil 


PETROLEUM 
~ WEEK 


A New Concept in Communication Service 


Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth Inc. 


BEFORE TV and AFTER...STUDY OF FIVE BRANDS 


A dramatic study of living and buying—before and 
after TV—has been developed by.NBC in an analy- 
sis of Fort Wayne, Ind. OBJECT: Determine the re- 
wards a TV advertiser can expect to reap when TV 
moves info a community for the first time. TECH- 


NIQUE: Interview persons before they purchase 


AMONG. NEW-SET 


sets; then,. six months later, re-interview new-set 
buyers. In both instances, ask questions about 
trademarks, brand names, slogans, actual pur- 
chases. Compare. In nearly 15,000 interviews in 
one of every six homes in Fort Wayne, these results 


have come to light: 


~ OWNERS THESE TV ADVERTISERS... INCREASED CUSTOMERS BY THIS %AGE: 


MAXWELL HOUSE | 
INSTANT COFFEE 


sivke 


GLEEM 


CAMAY 


AJAX 


"s 
3 


: : 48% 


IN ALL OF FORT 
WAYNE, THE 
NUMBER BUY- 
ING TYPICAL, 
TV BRANDS 
INCREASED 
24%. BUT, 
AMONG NEW- 
SET OWNERS, 
THE INCREASE 
WAS 33%. 


Source: National Broadcasting Co> and W. R. Simn 


THE SEVEN MOST 
HEAVILY ADVER- 
TISED BRANDS 
INCREASED 48% 
AMONG SET- 
OWNING BUYERS. 
THE EIGHT LEAST 
ADVERTISED 
BRANDS 
INCREASED 

ONLY 28% 


FOUR DEALERS IN 
10 STOCKED NEW 
BRANDS AS A RE- 
SULT OF TV ADVER- 
TISING. 


28% 
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In advertising, can you afford a near miss? 


YOUNG & RUBICAM, INC. 
Advertising + New York Chicago Detroit San Francisco 
Los Angeles Hollywood Montreal Toronto Mexico City London 
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THE SALESMAN’S WIFE- 


THE MANAGEMENT COUNSELOR 


Sales executives can learn a great deal simply by listening to salesmen’s 


wives. 


Is'the wife sold on Ker husband’s career? Her husband’s boss? The com- 


pany? What suggestions does she have regarding training, advance- 


ment, recognition, communications? 


To find out, the ‘Research Institute of America has 
just polled 3,000 wives of trucking industry sales- 
men. One-third of them responded with frank, 


straightforward answers to searching questions. 


tua 


onty 9% OF SALESMEN’S 
WIVES WANT THEIR SONS 
TO BECOME SALESMEN. 


AT 
vues Lm vss aan 5O% og 


THEIR HUSBANDS TO 


MEN. WHY? 65% SAY 
THERE IS TOO LITTLE 
CHANCE FOR AD- 
VANCEMENT: — 


THE WIVES WANT 


CONTINUE AS SALES- 


say companies should: 


The survey disclosed numerous opinions which might be 


>? 


classified under the heading: Tips to Sales Executives. Wives 


DUE. 


UNDERSTAND INDIVIDUAL METHODS OF EACH SALESMAN. 


PUT POLICIES IN BLACK AND WHITE; THE SALESMAN 
OFTEN GETS CONFLICTING ORDERS FROM SUPERIORS. 


SIMPLIFY REPORTS, STUDY THEM, GIVE CREDIT WHEN 


HELP SALESMEN DEVELOP BY REVIEWING JOB PERFORM- 
-ANCE AT LEAST ONCE A YEAR, 


PICTOGRAPH BY 


hare 


Source: Research Institute of America, Inc., New York 17,.N. Y., and American Trucking Associations, Inc., Washington 6, D. C 
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untangle a tied-up market 


When a market becomes sluggish, how do you set it in motion again? First, move 
the men who direct its course. 


Every business, industry, and trade has its leaders. Their actions and buying 
habits influence others. Sell the market leaders . . . and the rest will move along. 


This is dynamic influence—the power of the leaders to move many . . . the way 
to untangle a tied-up market. 


Chilton goes to the men who count 


Advertisers gain when they can display their sales messages where they will be 
seen and read by the market leaders. 


Chilton quality control of circulation provides advertisers with a carefully 
screened group of readers in each of the markets we serve. Whether by paid or 
controlled circulation, the most painstaking selection and rejection build the kind 
of influential audience that sets the market trends . . . that establishes a market's 
purchasing policy. 


When you tell your sales story in a Chilton publication, you know you're talking to 


the men of dynamic influence 


CHILTON: 
COMPANY 


INCORPORATED 


CHESTNUT AND 56TH STREETS 
PHILADELPHIA 39, PA. 


THE IRON AGE BOOT AND SHOE RECORDER 
HARDWARE WORLD THE SPECTATOR 
AUTOMOTIVE INDUSTRIES THE OPTICAL JOURNAL 

MOTOR AGE THE JEWELERS’ CIRCULAR-KEYSTONE 
: HARDWARE AGE - COMMERCIAL CAR JOURNAL 
DEPARTMENT STORE ECONOMIST DISTRIBUTION AGE 


DO-IT-YOURSELF COULD BE: BIGGER — 7-15-55 


Everybody’s talking—or writing or making speeches— about the 
do-it-yourself trend. Manufacturers gleefully point out that do-it- 
yourself fans are spending $6-7 billion on equipment and mate- 
rials. It’s estimated that 12 million people can be called do-it- 
yourselfers. Of these, 3 million will attend do-it-yourself shows 
this year. 


Still, there’s a lot of advertising and promotional ground to be 
plowed before the market can be fully cultivated. U.S. wage 
earners—24 million families, or 60% of all urban families, half 
of whom own their own homes—represent the most immediate 
do-it-yourself market. Yet, of these wage earner families... 


60% DO NOT PLAN TO MAKE HOME IMPROVEMENTS IN 


THE NEAR FUTURE. 


70% DO NOT PLAN TO BUY OR BUILD A NEW HOUSE. 


31% DO NOT Do, OR PLAN 
TO DO, CARPENTRY WORK. 


20% po NOT bo. 
OR PLAN TO DO, GAR- 
DEN OR LAWN WORK. 


¢ 


40% DO NOT PLAN TO LAY LINOLEUM - 
OR RUBBER TILE. 


51% DO NOT OWN A PAINT ROLLER. 


41% Do NOT OWN ELECTRICAL TOOLS. 


iC se. 42% po NOT OWN A SOLDERING IRON 


Source: The Iron Age,-Chilton Co., New York 17, N. Y 
24% DO NOT OWN and Macfadden Publications, inc., New York 17, N. Y 
A LAWN MOWER. 
PICTOGRAPH BY 
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Let’s talk about do-it-yourself in terms of the UNSOLD market, and gear up to sell it. 
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( Advertisement) 


_ More Customers per Dollar © 
Reaching the most customers gt the lowest possible cost makes pores sense. If you're 
selling your products to young ‘women, ‘it's only <dinpla logic to reach the greatest ~ 

possible number for. evéry ddvertising dollar you. “spend. There dire many conflicting 
opinions on which magazine offers the most for the least cost, but there is only one 
unbiased national authority... othe consumer magazine reports of Dr. Starch. “The ; 
chart shows that Modern Réiniinces rates first among 47 magazines in women readers 


18— 35 per advertising dollar. Therefore, it's only logical that, to sell young women 


at the most efficient selling: -cost, you should sell them in Modern Résnorices. 


< 


x : % cs i Til 
- Total Number of Women Readers 18-35 Reached 
ed Advertising Dollar for All Magazines Analyzed by Starch* 
‘ ‘i 2° women TOTAL adler . ei ** womEN TOTAL 2 Ne, : 
MAGAZINE tng roe 835 WOMEN ¢/P/M al RANK MAGAZINE a cos 18.35 WOMEN ¢/P/M SS ame: 
' f 12/31/54 PAGE Copy a Dollar A 12/31/54 PAGE cory 18-35 * Doltar 4 
Modern Romances | 1,068,064 $ 2,635 73 779,687 $3.38 296 .1 ff} AmericanLegion | 2,771,818 $5,700 .31 859,264 $663 151 2 . 
True Story _—-- | 2,589,178 5,720.65 1,682,966 3.40 294 2 | Amertcan Home 3,092,342 9,870 .47 1,453,401 6:79 147 26 
True Confessions | 1,456,096 © 3,750 .71 1,033,828 3.63 276 3 § McCall's 4,558,602 13,790.43 1,960,199 7.04 442 27 
Photoplay" 1,443,987 3,540 - .67 967,471 3.66 273 °4 | Argosy : 1,250,832 3,750 .42 525,349 7.14 140 28 ° 
Modern Screen 1,340,798 3,425 .67 °898,335 3.81. 262 5 —| BetterHomes | 4,098,362 12,800 .43 1,762,296 7.26 138 29 
Motion Picture 850,329 2,135 65 552,714 3,86 259 6 [Household "2,419,770 7,200 .40 967,908 7.44 134 30 
TV Guide | 2,209,177" 4,200.49 1,082,497 3.88 «258 ~=7 § Collier’s 3,712,187 12,700 .45 1,670,484 $7.60 132 31 ~~ 
Cosmopolitan 1,043,220 2,400 57 .594,635 4.04 248 8 Qf Life “| 5,507,056 20,350 .46 2,533,430 8.03 124 32 
‘ Coronet -2,688,661 5,000 43 1,156,124 4.32 231 .9 I True - 1,756,964 5,700 .40 702,786 98.11 123 33 
Red Book 2,150,258 5,945 :53 1,139,637 $22 192. 10 9} Look : 3,877,651 14,080 .44 1,706,166 8.25 12) 34 
Parents’ Mag. 1,617,561 6,590 .76 1,229,346 5.36 187 11 § Saturday Eve. P. | 4,583,227 16,800 .42 1,924,955 8.73 115 35 
" Metro’Gravure {14,022,293 32,500. 42 5,889,363 5.52 181 12 §| Farnr & Ranch 1,302,659 4,000 .33 429,877 9.30 107 36 - 3 
American Wkly. -;|"9,678,286 24,050 45 4,355,229 5.52 181 13 § Better Farming | 2,566,314 7,020 .27 692,905 10.13 99 37 
{Better Living | | 2,244,037 ~6,400 .51 1,144,464 5.59. 179 14 ff Success. Farming | 1,308,707 4,000 .29 379,525 10.54 95 38 
Everywoman's 1,700,006 4,990 -.51 867,003 5.76 174 -15 Capper’s Farmer 1,360,789 3,900 .27 367,413 10.61 94 539 
Family Circle | 4,085,572 © 11,800 .50 2,042,786 5.78 173 16 9 Farm Journal | 2,870,380 8,250 .27 775,003 10.65 94 40 
American Mag. 2,660,502 7,840 .50 “1,330,251 5.89 170 17 ff Time 1,860,512 9,045 .43 800,020 11.31 88 41 
Parade | 6,361,307 16,400 .43 2,735,362 -6.00 167 18 ff Progress. Farmer | 1,255,064 4,800 .32 401,620 11.95 84 42- 
Ladies’ Home Jour} 4,950,472 14,600 .49 2,425,731 6.02 166 19 National Geog. .| 2,100,009 5,800 .22 462,002 1255 80 43 
Good Housekeeping 3,495,997 10,250 .47 1,643,119 ° 6.24 160 20 §-Town Journal 1,593,529 4,920 .24 382,447 12.86 78 44 
oI * This Week 10,802,458 27,790 .41 4,429,008 6.27 159°21 Fesquire - 775043 4,850 .45 348,769 13.91 72 45 
Woman's Home C. |'4,215,920 -12,880 48 2,023,642 6.36 157 22 I] Newsweek 991,452 4,860 35 347,008 14.01 71 46 
bony 404,879 1,600 62 251,025 637 157 23 9 New Yorker 384,099 2,600 .40 153,640 16.92 59 47 
‘oman’s Day oo 11,200 .45° 1,707,459 656 152 24- ; 
*Starch #49. : ' . - ***Standard Rate & Data ; 7 - 
“"ABC Statements 12/31/54 {6/30/54 Circulation, December figures unavailable 
« No figures available for- Mechanix Illustrated, Science be Mechanics, Boy's Life; Seventeen of 
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DELL PUBLISHING COMPANY, INC. - BGT FIFTH AVENUE, NEW YORK 16, N.Y. 


HOW INDUSTRIAL GROWTH SPARKS BUYING POWER, SALES POTENTIAL — 6-15-55 ‘ 


- HOW INDUSTRIAL GROWTH SPARKS 


i 


BUYING POWER, SALES POTENTIAL — 


Sometimes consumer product sales chiefs tend to overlook 
the significance of industrial markets, and vice-versa. For 
example; increased industrialization means -expanding - 
markets for the machine tool indusfry, of course, but it also 
- means increased spendable income for groceries, clothing, 


‘shoe polish, lipstick. 


~ To pinpoint-this thought, a recent study by the U.S. Chamber 
of Commerce indicates that each 100 new factory workers 


in a rural community will result in the following additions: 


51. MORE 
SCHOOL CHILDREN . 


——— 


4 MORE> 107 MORE | 


174 MORE WORKERS RETAIL ESTABLISHMENTS PASSENGER CARS 


$590,000 MORE PERSONAL 
“INCOME PER YEAR 


Source: Ha ry A. DeButts, President; Southern Railway. Syster Washington, o-C ‘ ‘ Devsaned by ¥ 


a 


BANK . 


$270,000 MORE 


$360,000 MORE RETAIL | ~ BANK DEPOSITS - 
SALES PER YEAR : PICTOGRAPH BY 


£ DAMROTH ine 


Consumers Ignore 
Solar Calendar 


Think long on spring, 


short on winter 


In the mind of the consumer, spring 
starts in January; the 13th of that 
month, to be exact. Fall begins on 
Labor Day, despite the fact that the 
autumnal equinox is still weeks off. 

This bit of intelligence was gained 
by The Family Circle Magazine 
when it conducted some _ psycho-sea- 
sonal research among 5,000 women. 

While the interviews were held as 
an editorial research project—to as- 
sist the editors in planning content 
readers want—the results of the re- 
search may also prove useful in level- 
ing off seasonal fluctuations in selling. 

The survey definitely indicated that 
each of the seasons begins to dominate 
consumer thinking before it arrives 
on the solar calendar. There are vari- 
ations in different climate areas of 
the country, but the average seems to 
establish: 

1. In consumer thinking, spring is 
the longest season. It captures the in- 
terest of the consumer about January 
13 and continues to influence him 
until the first week in June. 


Summer Comes June 7 


2. Some people start thinking of 
summer in April and May, but con- 
sumer-summer doesn’t arrive until 
June 7. Even this is two weeks ahead 
of the calendar. 

3. Fall arrives unofficially with 
Labor Day and thoughts of summer 
take a sharp drop immediately there- 
after. 

4. For the consumer, winter begins 
just before Thanksgiving, about No- 
vember 17. This is a full month ahead 
of its scheduled arrival. But the sea- 
son doesn’t last long. By January 13, 
just 23 days after winter actually be- 
gins, it is over in the thinking of the 
average consumer. 

Advertisers, said the sponsors of 
the study, would probably be wise to 
overlook the calendar and launch pro- 
motion of seasonal merchandise as 
early as possible—when the consumer 
first starts thinking and planning and 
buying for the forthcoming season. 
In so doing, season lengths could be 
extended and peaks leveled off. 

However, cautions George Sacks, 
research director of Family Circle, 
“the concept of psycho-seasonal trends 
is a new one and needs additional re- 
search to be fully understood.” 

The End 
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TROY AUTOMOTIVE SALES 
UP $9,573,000 


$27,856,000 


1955 


AUTOMOTIVE SALES in the TROY, NEW YORK 
CITY ZONE have increased by $9,573,000 in the 
past five years, according to special studies pro- 
vided annually by Sales Management's Survey of 
Buying Power. 

Sales in the automotive lines in the TROY CITY 
ZONE will reach $27,856,000 in 1955, an increase 
of 52 per cent over the 1950 figure of $18,283,000. 

The 200 diversified industries in the TROY CITY 
ZONE provide sustained buying power, helping to 
keep automotive lines active. 


Your advertising placed in THE RECORD 
NEWSPAPERS is certain to boost your 1955 sales 


volume also! 


Coverage: 99% Circulation: 47,582 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 
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25,000 fan letters 


hailed its TV sneak preview... 


now The Great Gildersleeve Comedy Series 


is ready to sell for YOU! 


“The Great Gildersleeve,” top-rated comedy favorite on radio for 

13 years, is ready to open broad new sales opportunities for television 
advertisers. He’s the same lovable, laughable Gildy —chortle and all— 
but with the tremendous added impact of television’s visual values, 


“The Great Gildersleeve” just can’t miss as a syndicated TV film 
series. It’s pre-tested! 


With no advance warning, “The Great Gildersleeve” was sneak- 
previewed in a half-hour period on the NBC Television Network. 
Viewers were asked to send in their reactions. No incentives were 
offered. From this single exposure more than 25,000 enthusiastic 
letters, many signed by every member of the family, clamored for 
Gildy as a regular TV attraction. They looked forward to weekly 
visits with Gildy, nephew Leroy, niece Marjorie, housekeeper Birdie, 
druggist Peavey, barber Floyd, Mayor Terwilliger, and all the 

other popular favorites of “The Great Gildersleeve.” 


“The Great Gildersleeve” is a TV comedy series with extra-special 
values for advertisers: 


@ a big-time, established, well-loved personality 


@ a wholesome approach that appeals to the whole family and will 
serve to cement community relations for the sponsor 


powerful backing by NBC Film Division’s all-out 
merchandising 


@ a pre-tested capacity for attracting and holding audience 


Act fast to make sure Gildersleeve cuts his comic capers in 
your behalf...first! Write, wire or phone now! 


NBC FILM DIVISION 


serving all sponsors 
serving all stations 


30 Rockefeller Plaza, New York 20, N. Y. 

Merchandise Mart, Chicago, Il. 

Sunset & Vine, Hollywood, Calif. 

In Canada: RCA Victor, 225 Mutual St., 
. Toronto; 1551 Bishop St., Montreal. 
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HUMAN MEASUREMENTS 
Of The Average Adult Male 
incl. 97.5 @ 2.5 Percentile 
Av. Weight 153.1 Lb. 2°20 
Left Handed 66% 
Color Blind 3.5% 
Hord Of Hearing. 45% 
Weor Glosses 43.6% 


shoe 


This is Joe, the typical American male. He’s 
not a strapping figure as some would imag- 
ine, but his physical characteristics have 
determined the design of machines, furni- 
ture, artillery pieces and the telephone. 


Joe, Josephine and Joe, Jr... . . 


In our economic world, people are 
about the most important things there 
are! The reason is childishly simple: 
People buy 100% of everything that 
is purchased . and, almost ex- 
clusively, they are the ones who use, 
consume, handle or enjoy—and some- 
times reject—those products or serv- 
ices which are put on the market. 

It is the reaction of people to prod- 
ucts and services that invariably de- 
termines a sales success or a sales 
failure. If you have a people-pleasing 
product—and you promote and sell 
it with all the tools available to a 
modern sales organization—success is 
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reasonably certain. Fail to please the 
people with your product and your 
sales efforts will at best produce just 
temporary results. 

Henry Dreyfuss, industrial de- 
signer, has built his reputation on the 
simple economic truth that people are 
important. In his accomplishments for 
industry over the past 25 years, he 
has actually been designing for people. 
Appropriately, that is what he calls 
the account of his professional ex- 
periences just published by Simon and 
Schuster — “Designing for People.” 
It is the story of an analytical mind, 
an ever-fresh approach and a talented 


hand dedicated, in the service of in- 
dustry, to making people happier with 
their purchases. 

To design products for people, one 
must know what people are like— 
not only psychologically but anatom- 
ically. For this latter need, Dreyfuss 
created Joe and Josephine, Mr. and 
Mrs. Average American. Joe and his 
spouse have beer carefully measured 
from head to toe, and Dreyfuss-de- 
signed products are made to fit their 
dimensional needs. 

Says Dreyfuss: “Josephine is not 
the slinky, sloe-eyed damsel that 
Vogue would have you believe in- 


SALES MANAGEMENT 


This is Josephine, the “average” American 
woman, and one of her family of average 
Her dimensions determine the 
height and shape of a chair, the length of 


children. 


handle on a vacuum cleaner. 


HUMAN MEASUREMENTS 


Of The Average Adult Female 
And Children 6,6,11, 14 Yrs. 


Weight Av. Women — 135.5 Lb. 
Left Honded 

Color Blind 

Hord Of Hearing 

Wear Glosses 


6.445. 


pete acne} SHEE 


14... 98 7Le 


(less 1.5 to 2. 
if retexed.) 


+ — 18.2 


16.5 ov. seat ht. 
for women 


: 


. .. . the People Who Use 


habits this country. She is a healthy, 


well-developed 5’3”, with a_ tape 
around her bust 35.6” and a hip 
circumference of 38.82”. She is rarely 
color blind (although 3.5% of the 
Joes are.) She is occasionally left- 
handed (3.8% of the females in the 
United States are) and she unblush- 
ingly weighs 133.5 pounds. 

“While we measure Joe and 
Josephine (and their children at all 
age levels) anatomically, we also 
measure the pressures they can exert 
with their extremities. We know how 
far they can see and when, and what 
sounds are pleasant, which annoying. 
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“The job of the designer is to make 
Joe and Josephine compatible with 
their environment. The process is 
known as human engineering. We 
find out how far an arm can reach, 
and on the basis of this, we know 
how far buttons and levers can be 
placed away from the central controls 
of a machine. The information we 
have on head sizes determines the 
size of earphones, telephone operators’ 
headsets, helmets for the armed serv- 
ices, and binoculars. 

Joe and Josephine are, in effect, 
the hero and heroine of Dreyfuss’ 
book. The designer considers them a 


Your Products 


part of his staff. ““They remind us,” 
he says, “that everything we design is 
used by people.” 

Their assorted statistical likes and 
dislikes, their physical abilities and 
disabilities, interpreted by the Drey- 
fuss organization, have determined 
the design of a wide variety of prod- 
ucts in everyday use. Bicycles, type- 
writers, airplane interiors, TV sets 
are but a few of the products designed 
for this average pair. 

And, since Joe and Josephine rep- 
resent all adult Americans rolled into 
two, they are also the people who use 
your products. The End 
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Today's Economy Costs 


How to make what’s good even better . . . that was the purpose of 
the hard-hitting shop-talk at ABP’s Spring Conference. 


The fact is, businesspapers have to be plenty good to earn the 
$405 million advertisers invested in them last year ... more than 
in all the weeklies, or in all the women’s general and farm mag- 
azines put together. They’ve got to ring up sales—in volume! 


Sales are exactly what businesspapers are muscled for. (All 
good selling is specialized, . . . and nothing specializes like the 
business press.) They pick out specific prospects for specific 
products ... prime them with nuts-and-bolts information .. . 


send them to the advertising pages to find whose “nuts and 
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Circulation Production 


dissatistaction! 


bolts” to do it with! This is a job no other media can do so well 
—or at anything like so small a cost. 


The businesspapers that actually earn their revenue twice- 
over are ABP members .. . with paid, ABC-audited circulations. 
They have to be worth readers’ dollars before they can be worth 
ad dollars. One way they do this double-barreled job is by set- 
ting a high standard of dissatisfaction. It continually spurs 
them to build better papers for their readers. And when readers 
get more . . . so do advertisers. 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 « 205 East 42nd Street, New York 17, N. Y. 


Merchandising Management 


SEND FOR THESE BOOKLETS: 


Leading businesspaper advertisers of 1954... 
ABP’s fourth annual report, covering expenditures of 
1,400 leading businesspaper advertisers, gives you a 
yardstick to measure your own ad-efforts. $3.00 per copy. 


New opportunities for multiplying progress... 
an address by Ralph J. Cordiner, President, General 
Electric Company, at ABP’s Annual Eastern Con- 
ference. A challenging look ahead, with suggestions. for 
areas of action by men-in-business. 


Man-in-the-middle... eight folders on eight copy 
themes . . . spelling out advertising jobs you can do to 
sell to-and-through dealers in the merchandising press. 


_.. better businesspaper advertising 


HOW THIS SALESMAN SOLD ME —No. 3 of a Series. 
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He Noticed, He Asked, He Sold Me 


BY HARRY LEMMONS* ° President, Saladmaster Sales, Inc. 


After a suit fitting at Neiman-Marcus, Dalias, I was 
hurrying through the main floor Man’s Shop toward the 
door. My desk at the plant was piled with work. 

A young man who never had waited on me stepped 
forward and greeted me pleasantly by name. In spite of 
my haste, I returned his greeting. He then suggested, 
“Mr. Lemmons, you wear ribbon ties. Let me show you 
a nice selection that just came in.” 

“T just bought some ties,” I said, “and won’t need any 
more for quite a while.” 

But because of the young man’s friendly smile, the 
subtle flattery of being called by name by a perfect 
stranger—and the shock of a retail salesperson asking for 
a chance to sell me—I consented to stop and look at the 
ties. 

Bob Weisberg pointed out specific advantages of his 
“product.” He made helpful suggestions: “I’ve noticed 
that you wear brown suits quite a bit—here’s a tie in 
brown-and-black, the very newest color motif for a brown 
suit. You may not have brown-and-black in your wardrobe 
as yet. See how handsomely this tie shows up.” 

Along with his hints on what the well-dressed man is 
wearing, Weisberg had given me a bit of subtle ego 
building. I happened not to be wearing a brown suit that 
day, yet he had noticed my clothing preferences during 
my previous visits to the Man’s Shop. 

I bought two $15 ties. Then Weisberg remarked, 


*Harry Lemmons, president, Saladmaster Sales, Inc., Dallas, began 
as @ house-to-house salesman, rose fo a sales management position 
in one of America's largest specialty companies. Later he founded 
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“Now I'd like to show you something else that’s brand- 
new—shirts by Adrian. As you know, Adrian has always 
been a design leader in women’s fashions. Now he has 
turned his talents to men’s wear, and is designing some 
very distinctive shirts.” 

“But I have my shirts custom-made,” I objected. 

“T thought probably you did,” Weisberg answered. 
“Your shirts have that fine, custom-made look.” He 
went on to tell me about a Dallas custom shirtmaker he 
believed I’d find satisfactory. “But as you are a connois- 
seur,” he added smoothly, “I’d like just to get your 
opinion of these new Adrian shirts.” 

Five minutes later I bought a $47.50 sport shirt. Alto- 
gether, Bob Weisberg sold me $77.50 worth of merchan- 
dise I’d had no intention of buying. Biggest factor was 
his unusual alertness. If he hadn’t known my name and 
called me by it, I wouldn’t have stopped; if he hadn’t 
made suggestions based on his previous observation of the 
color of my suits, I might not have bought the ties and 
he might not have had the chance to show me shirts. 

His friendly, likable personality made it a pleasure to 
spend a few minutes in Neiman’s Man’s Shop, despite the 
fact that I had planned to rush right through it. His 
tactful salesmanship did the rest. 

Recently I learned that this young man now is out on 
the road selling dresses for a Dallas manufacturer—and 
doing a fine job, as might be expected. The End 


the Dallas firm that sells the Saladmaster, a hand-operated kitchen 
utensil of many uses, and stainless steel cookware, through indepen- 
dent home distributors. Soles in 1954: $6 million. 
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always on the job 


Nighttime, noon and morning, too, 
Outdoor Advertising keeps storing THE 1955 
impressions that build desire... 
desire that has helped to make Cadillac 
eee NOCPEET MIACREPIOE INT MecPTOOM OA Ff 
the most wanted of all motor cars. YOUR GADLAG DEALET 


Ask your Advertising Agency 


about Outdoor Advertising. 


outdoor advertising reaches the most people—most often—at lowest cosi 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 


JOSEPH P. SPANG JR. 


“A majority of 
the employees 
at Gillette...” 


“The United States Savings Bonds program is good for 


the personal security of the bond buyer— good for the 
security and economy of the Country. A majority of the 
employees at Gillette Safety Razor Company purchase 
Savings Bonds the payroll savings way. Under this plan 
they find it easy to save a tidy sum for retirement years, 
to pay that unexpected bill, or meet the expense of other 
emergencies that arise.” 
JOSEPH P. SPANG JR., President 
The Gillette Company 


Portrait by Fabian Bachrach 


If less than 50% of your employees are enrolled in the 
Payroll Savings Plan . . . if you have not conducted a 
person-to-person canvass in the past two years (or if 
you do not have the Plan), act now! Telephone, wire or 
write to Savings Bonds Division, U.S. Treasury Depart- 
ment, Washington, D. C. You will hear promptly from 
your State Director, who will be glad to help you con- 
duct a person-to-persen canvass that will put an appli- 
cation blank in the hands of every employee. That is all 
you have to do. Your employees will do the rest. They 
want to save for their personal security. 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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Population and Rank, Leading Cities 


G7 Estimates, January 1, 1955, for the 400 cities leading in municipal-boundary population 
(Multiple Cities are Italicized) 
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| | 
POPULATION | POPULATION | a 
1/1/55 | Rank 1/1/55 Rank % 1/1/85 
CITY and STATE 577) Esti- | in | CITY and STATE SM Esti- in Accumu- CITY and STATE | Esti- 
mates Group mates | Group lation | ma es 
(in thousands) ) (in thousands) | (in thousands) 


New York City, N.Y....| 8,028.4 | | 4. 165.7 | 70 | 26.6718 96.9 
| 


3,714.3 | | . } 164.0 71 26.7726 ES 95.7 
2,157.3 ° Little Rock-North | 
2,138.6 | 4 Little Rock, Ark. 161.1 
1,919.6 11.0473 . 160.3 
968.5 11.6430 187.0 | 
935.9 j 12.2187 * 156.9 | 
Washington, D.C... . 871.0 12.7545 iad 196.5 | 
St. Louis, Mo...... 868.5 13.2887 | Hammond-East 
Boston, Mass... . 811.0 | 13.7876 Chicago, Ind... .| 156.2 
San Francisco, Cal. 808.2 | 14.2848 nan 155.1 
Houston, Tex... 708.1 | 14.7203 le 154.7 
Milwaukee, Wisc. 701.1 | 15.1516 hiowrets 151.5 
Pittsburgh, Pa. 675.3 | 15.5670 | 150.9 
New Orleans, La. 619.9 15.9483 | Charlotte, N.C........ 149.2 
Hempstead Twp., N. Y. 604.1 | 16.3199} Oyster Bay Twp., N. Y..| 146.9 
Buffalo, N. Y..... — 582.2 16.6781 | Fort Wayne, ind....... 141.0 
Dallas, Tex. an 570.0 | 17.0287 e 141.0 
Seattle, Wash... .. 652.2 | 17.3684 140.9 
Minneapolis, Minn. 528.7 | 17.6942 137.5 
Cincinnati, Ohio 520.9 18.0146 | Chattanooga, Tenn..... 137.2 
Denver, Colo. 18.3120 | Evansville, ind........ 136.7 82.4 
Kansas City, Mo... 18.6089 | Erie, Pa............ 134.7 er 82.2 
San Diego, Cal. 18.9025 | Passaic- Clifton, “> RG 82.1 
Atianta, Ga. 19.1953 a, Bonet WR 131.9 . bails 82.0 
San Antonio, Tex. 19.4849 | Trenton, N. J.......... } 129.9 J San Bernardino, Cal... 
Newark, N. J.. 19.7612 | Kansas City, Kans..... 129.7 | ° Pontiac, Mich.......... 80.8 
Indianapolis, Ind. 20.0355 | Camden, N. J.......... 129.2 m New Britain, Conn... . .| 80.5 
Memphis, Tenn... . 20.3073 | St. Petersburg, Fla... . 129.0 | | 2B. St. Joseph, Mo........ 
Oakland, Cal. 20.5627 | Knoxville, Tenn........| 127.7 ° Portland, Me...........| 79.6 
Portland, Ore. 20.8148 | Savannah, Ga.......... 127.6 | le Bayonne, N. J..........) 79.6 
Columbus, Ohio... 21.0663 | Scranton, Pa.......... 125.1 } | ° Alexandria, Va. 79.4 
Louisville, Ky. 21.3155 | Canton, Ohio........ 120.3 ° Mass........ 79.1 
Norfolk-Portsmouth-South Montgomery, Ala.......| 118.4 e Fee 78.8 
Norfolk, Va 21.5528 | Cambridge, Mass...... 119.0 . aa | 78.7 
21.7688 en eee 117.8 ° i Wiste's 77.8 
21.9776 Fes A ae 115.9 , euie ako 77.8 
22.1854 ich. 116.3 ¥ bcuee 77.2 
22.3854 s pace 1144.8 ’ bowie s , 76.5 
22.5827 i a 114.8 | ° bse oul 76.3 
22.7688 > ae ys 114.0 ° Raebeceh eel 76.2 
22.9495 ee en ‘ 75.9 
23.1277 pevaaee 111.9 | é Macon, Ga....... 75.5 
23.3055 | Fall River, Mass........ We | x Mount Vernon, N. Y....| 75.0 
23.4760 | Allentown, Pa...... 110.6 x Wilkes-Barre, Pa... 
23.6424 , 110.0 . 4S ae 73.9 
23.8055 i Te ee 110.0 | J Durham, N.C... : 73.6 
23.9577 ‘ 110.0 d <a 73.1 
24.1050 . 109.7 | be ; 71.9 
24.2453 . 108.7 } . — 71.7 
24.3848 109.3 J : ins 71.6 
24.5217 | New Bedford, Mass.... 108.2 | | bed 71.1 
24.6586 | Lincoln, Neb.......... 108.2 | R \ ee 70.0 
24.7954 | San Jose, Cal. ah 108.1 | | 30. ee 69.8 
24.9218 | Moline-East Moline- Rock Champaign - Ur- 
Salt Lake City, Utah 200.5 25.0451 Island, Lil. 107.7 } . bana, Ill. 68.7 
Grand Rapids, Mich... 187.4 25.1604} Duluth, Minn......... 105.8 R Bethlehem, Pa.........| 69.4 
North Hempstead Town- Beaumont, Tex......... 105.7 le Lakewood, Ohio........ 68.9 
ship, N. Y.... 185.4 25.2744| Pawtucket - Cen- Cicero, Ill.............. 68.7 
Des Moines, lowa..... 185.3 25.3884 tral Falls, R.I.. .| 105.4 i Appleton - Neenah- 
184.5 26.5019 104.5 A Menasha, Wisc.. 67.5 
180.0 25.6126 104.1 J Covington, Ky.......... 66.5 
179.1 25.7228 : 104.0 ’ Lewiston- “ 
Nashville, Tenn....... 177.5 25.8320 . 103.8 | . Auburn, Me..... 66.5 
Flint, Mich... . ; 177.4 25.9411 }. 103.1 . Medford, Mass.........| 66.3 
Newport News- Hampton-War- Wichita Falls, Tex... .. 102.1 | d Terre Haute, ind...... 65.2 
wick, Va. } 175.0 26.0488 | Waco, Tex............. 101.5 ° Brockton, Mass........ 65.0 
Mobile-Prichard, Lansing, Mich......... 100.5 | . Royal Oak, Mich.......| 4.7 i J 
Ala..... 172.8 Upper Darby Twp., Pa.. ° | . os 
Youngstown, Ohio 172.7 Winston-Salem, N.C... d d Total 200 Leading Cities 56,595.4 
Springfield, Mass. 168.7 Niagara Falis, N. Y.... - 31.6225 
Austin, Tex... .. 167.1 Roanoke, Va.. ‘ | 31.6831 
South Bend- Brownsville - Harlingen- | : Honolulu City, with population of 256.1 thousand would 
Mishawaka, Ind 165.8 McAllen, Tex... .| - | 31.7433 | rank 47 if included above. 


95.1 
26.8717 Sani 95.0 
26.9703 Charles- 
95.0 
92.4 
92.1 


91.6 
91.5 
91.4 
90.0 
90.0 
89.5 
86.6 
86.2 
85.6 


84.2 
83.0 
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St. Paul, Minn. 
Toledo, Ohio. .... 
Jersey City, N. J. 
Miami, Fia. 
Akron, Ohie 
Long Beach, Cal. 
Oklahoma City, Okla.. 
Dayton, Ohio 
Omaha, Neb. 
Providence, R. |. 
Richmond, Va. 
Syracuse, N. Y. 
Tulsa, Okla. 
Tampa, Fla... 
Wichita, Kans. 
Jacksonville, Fla. 
Worcester, Mass. 
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Population and Rank, Leading Cities—(Continued) 


(Multiple Cities are Italicized) 


} 
POPULATION) 


j 
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1/1/85 | Rank | 
CITY and STATE | Esti-| in | 
DD vraivn | Group | lation 


Lancaster, Pa. 
Greenville, $. C. 
Johnstown, Pa,...... 
Gadsden, Ala... 

Oak Park, til. 

Oriando, Fla. 

Hamilton, Ohio. . 

Easton ~- Wilson 
(Pa.), Phillips- 
burg, (N. J.) 

Muncie, ind... . 

New Rochelle, N. Y. 

Port Arthur, Tex. 

West Allis, Wisc. 

San Angelo, Tex... 

Irvington, N. J. 

Petersburg-Hope- 
well - Colonial 
Heights, Va. 

York, Pa... 

Atlantic City, N. J. 

Maiden, Mass. 

Compton, Cal. . 

Wheeling, W. Va. 

Cleveland Heights, Ohio 

Brookline, Mass. 

Meriden - Wal- 
lingford, Conn 

Riverside, Cal. 

Lake Charlies, La. 

Bethesda, Md. 

Santa Ana, Cal. 

Kalamazoo, Mich. 

Cranston, R. |. 

Laredo, Tex. 

Joliet, W.. . 

Pasco - Kenne- 
wick - Richland, 
Wash.. 

Fort Lauderdale, Fla. 

Lawton, Okla. 

San Mateo, Cal. 

Kenosha, Wisc. 

Fort Smith, Ark.. . 

Lexington, Ky. 

Tuscaloosa- 
Northport, Ala. 


Florence - Sheffield 

Tuscumbia-Muscle 
Shoal, Ala 

Lower Merion Twp., Pa. 

Weat Paim Beach, Fila 


222 
223 
224 
226 
226 
227 
228 
229 
230 
230 
232 
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(in thousands) | 


Colorado Springs, Colo. .| 
Tucson, Ariz... . 
Inglewood, Cal. 

South Gate, Cal. 
Berwyn, ifl...... 
Aurora, Wi... ..... 
Battle Creek, Mich... . 
Wauwatosa, Wisc. 
Dubuque, lowa 
Waltham, Mass... 
Elmira, N. Y. 
Hoboken, N. J. 
McKeesport, Pa. 
Santa Barbara, Cal. 
Woonsocket, R. 1. 
Lafayette - West 

Lafayette, Ind... 
Odessa, Tex... 

East Bakersfield, Cal. 
Muskegon, Mich. 
Paducah, Ky... . 
Lynchburg, Va... 
Ann Arbor, Mich. 
New Castle, Pa. 
Alexandria- 

Pineville, La. 
Belvedere Township, Cail 
West Hartford, Conn. 
Tyler, Tex. 

White Plains, N.Y... . 
La Crosse, Wisc. 
Butte- Anaconda, 

Mont. 
Bloomington- 

Normal, Ill 
Pensacola. Fla. ..... 
Council Bluffs, lowa 
Haverhill, Mass... .. 
Ontario-Upland, 

Cal..... 
Texarkana, 

Tex. Ark. 
Warwick, R. |. 
Mansfield, Ohio 
Highland Park, Mich.. 
Danville, Va. 
Waukegan, Ill... 
Arlington, Mass... 
Newburgh- 

Beacon, N. Y. 
Sharon - Farrell - 

Sharpsville, Pa.. 
Elgin, i. 
Williamsport, Pa. 
Everett, Mass... 
Rome, N. Y. 
Plainfield, N. J. 
Haverford Township, Pa. 
San Leandro, Cal...... 
Union Township, N. J.. 
Meridian, Miss... .. 
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37.1564 
37.1892 
37.2220 
37.2546 
37.2873 
37.3199 
37.3525 
37.3849 
37.4170 
37.4490 
37 .4808 
37.5124 
37.5440 
37.5754 
37.6068 
36 .6382 
37 .6695 


37.7008 
37.7321 
37.7631 
37.7941 
37.8250 
37.8559 
37.8887 


37.9480 


North Tonawanda - Tonawan- | 


da, N. Y. 
Perth Amboy, N. J... . 
Fargo, N. D. 
North Bergen Town- 
ship, N. J...... 
Kokomo, ind..... 
Richmond, ind. 


Belleville, Ill. 

Billings, Mont. 

Joplin, Mo... . i 
East Cleveland, Ohio. . 


Aliquippa - Rochester - 


Beaver, Pa. . 


Manitowoc - Two 
Rivers, Wisc | 
Watertown, Mass. 
Wyandotte, Mich. 
Chelsea, Mass... . 
St. Clair Shore, Mich 
Cumberland, Md. 
Elkhart, Ind. 
Stratford, Conn. 
Revere, Mass. 
East Providence, R. | 
Norwich, Conn. 
Eau Claire, Wisc... . 
Manchester, Conn. 
Port Huron, Mich... . 
West New York, N. J. 
Midiand, Tex... .. 
Palo Alto, Cal. 
Lakeland, Fla. 


43.1 
42.8 
42.8 
42.6 
42.5 


42.5 
42.2 
42.1 
42.1 
42.0 
41.6 
41.6 
41.5 


37.0 
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Total 400 Leading Cities’ 66,379.2 
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. We’re topping ’em all in saturated San Diego! 


San Diego has more TV homes than 
Denver, San Antonio or Portland, Ore.*! 


We dominate this vast audience 
day and night, month after month (after month)! 


Take Pulse-1955: Out of 458 quarter-hour periods, 
KFMB-TV scores 321 wins! Tops 71% of all the time! 


* Television Magazine, Feb. 1955 


WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF. 


America’s more market 


Total Net Effective Buying Income and Rank, Leading Cities 


Estimates, 1954, for the 400 cities leading in total Net Effective Buying Income 
(Multiple Cities are Italicized) 


CITY and STATE 


CITY and STATE | 


CITY and STATE 


Cincinnati, Ohio 
Kansas City, Mo. 
New Orleans, La. 
indianapolis, ind. 
Denver, Colo. 
San Diego, Cal. 
Atlanta, Ga... . 
Oakiand, Cal. 
Newark, N. J. 
Columbus, Ohio 
Portiand, Ore. 
Louisville, Ky. 
Memphis, Tenn... 
Toledo, Ohio 
Norfolk-Ports- 
mouth-South 
Norfolk, Va. 
Rochester, N. Y. 
San Antonio, Tex. 
Fort Worth, Tex. 
St. Paul, Minn. 


Oklahoma City, Okla 

North Hempstead Town- 
ship, N.Y... 

Richmond, Va. 

Tulsa, Okla. 

Syracuse, N. Y. 

Wichita, Kans. 

Providence, R. |. 

Hartford, Conn.. 

Des Moines, lowa 

Flint, Mich... . 

Salt Lake Citv, Utah 

South Bend- 
Mishawaka, Ind.| 


Hammond-East 
Chicago, Ind. 
Oyster Bay Two., N. Y.. 


Gary, ind 


1,814,194 
1,583 ,722 
1,517,726 
1, 386,045 
1,374,773 
1,370,860 
1,361,029 
1,232, 109 
1,219,963 
1,135,660 
1,001,729 
993 , 801 
981 ,405 
970 664 
969 , 835 
920 ,058 
906 , 088 
877 ,650 
842,180 
835, 786 
831 , 603 
809 635 
773 ,368 
715,424 
712,308 
690 , 432 


657,805 
621,513 
614,410 
601 , 575 
580,949 
570,260 
565 655 
554, 167 
537,056 
527 ,602 
518 , 566 
475 528 
471,471 


316,313 | 
315,928 | 
315,611 


1 

2 

3 

4 

5 

6 

7 

8 

9 
10 
" 
12 
13 
14 
15 
16 
7 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
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17.4219 
17.9738 
18.5213 
19.0672 
19.6091 
20.0997 
20.5855 
21.0377 
21.4366 
21.8323 
22.2231 
22.6096 
22.9958 
23.3622 
23.7230 
24.0725 
24.4078 
24.7406 
25.0718 
25.3942 
25.7021 
25.9870 
26.2706 
26 .5456 


26.8075 
27.0550 
27.2996 


27.7705 


28.2228 
28 .4435 
28.6573 
28.8674 
29.0739 
29.2632 


29.6265 
29.8009 


30.7593 


Springfield, Mass...... 
Fort Wayne, Ind. 


Little Rock-North 
Little Rock. Ark.) 


Newport News- 
Hampton-War- 


Evanston, lil. 
Shreveport, La....... 
Mobile-Prichard, 
FA 
Evansville, ind, 
Phoenix, Ariz... . 
Upper Darby Twp., Pa 
Erie, Pa. 
Newton, Mass....... 
Trenton, N. J. 
Peoria, Wi....... 


Elizabeth, N. J.. 
Cambridge, Mass. 
Rockford, Ill. 
Canton, Ohio... . 
Camden, N. J........ 
Moline-East Mo- 
line - Rock Is- 
Jand, Ill... 
Lubbock, Tex......... 
Kansas City, Kans... . 
Waterbury, Conn. 
Reading, Pa. 
Cleveland Heights, Ohio 


Wichita Falls, Tex... . . 


Chattanooga, Tenn..... 
Knoxville, Tenn. 


Charleston-South 
Charleston, Va.. 
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New Britain, Conn......| 


Topeka, Kans..... 

Somerville, Mass. 

Pawtucket - Cen- 
tral Falls, R. I. 


Shaker Heights, Ohie. . 
New Bedford, Mass. 


Sioux City, lowa....... 


Lower Mevion Twp., Pa. 


Greensboro, N. C..... 

Lowell, Mass... ‘ 

Beverly Hills, Cal. 

Cicero, til.. ; 

Manchester, N. H. 

Biloxi - Gulfport, 
Miss.. 


Montclair, N. J. 
Waterloo, lowa 
Portland, Me.......... 
Irvington, N. J... 


Champaign - Ur- 


bana, lil.. 


Total 200 Leading Cities $106,809 , 500 


% of U.S. A. 


40.6415 
40.6996 
40.7576 
40.8156 
40.8735 
40.9313 
40.9891 
41.0468 
41.1043 
41.1617 
41.2188 
41.2758 
41.3326 
41.3894 
41.4446 
41.4988 


41.5529 
41.6069 
41.6604 
41.7132 
41.7659 
41.8183 


41.8706 
41.9228 
41.9744 
42.0257 
42.0768 
42.1278 
42.1788 
42.2297 
42.2806 
42.3314 
42.3817 


Honolulu City with Net Effective Buying Income of 
$472,264 thousand would Rank 46 if included above. 
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In Chicago, it takes 2- 


to score with your blast 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


CHICAGO 


/SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 


JULY 15, 1955 


Total Net Effective B 


a fet 


PS eae 
Appleton - Nee- 
nah - Menasha, 


Meriden - 
lingford, Conn.. 


BSSSSESSRR 


Brownsville - Har- 

lingen- McAllen 

Tex..... 
Easton - Wilson, 

(Pa.), Phillips- 

burg, (N. J.) 108 ,562 
Inglewood, Cal. 108 051 
Kalamazoo, Mich. | 107 ,952 
Teaneck Township, N.J.! 107 ,482 
Haverford Township, Pa. 107,344 
Aurora, Wil... . | 106,916 
Wheeling, W. Va. 106 ,906 
Ann Arbor, Mich... . 108 841 
Covington, Ky..... 106 ,656 
Lorain, Ohio wekae 106 , 108 
Pasco - Kenne- | 

wick - Richland, 

Wash. ° 105 946 
Eugene - Spring- 

field, Ore. 105,674 
Brockton, Mass... | 105,578 
Sioux Falls, S. D.. . | 105,275 
Anderson, Ind.... 104.562 
Lewiston- 

Auburn, Me. 104.506 
| 102,690 
102 644 
102,587 
102,549 
102,532 
101 805 
101,723 
101,649 
101 437 
101,265 
101, 108 
100 ,870 
100,741 
100,218 
99,750 
99 568 
99,322 
98,651 
98 570 
97,200 
97,194 
97,027 
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Lafayette - West 
Lafayette, Ind... 
South Gate, Cal. 
Santa Barbara, Cal. 
Pittsfield, Mass... . 
Abilene, Tex. 
Tucson, Ariz..... 
Battie Creek, Mich... ..| 
Cranston, R. 1..... 
Atlantic City, N. J..... 
Fort Lauderdale, Fla... 
Bay City, Mich.........| 
Midland, Tex..........| 
Torrance, Cal.. 
Arlington, Mass... .. 
Bloomington- 
Normal, I11. 
Butte- Anaconda, 


Sharon - Farrell - | 
Sharpsville, Pa.. 
Holyoke, Mass... 
Great Falis, Mont... . 
Dubuque, lowa 
Lexington, Ky. 
Gadsden, Ala. 
Palo Alto, Cal. 
McKeesport, Pa. 
New Castle, Pa. 
Colorado Springs, Colo. 
La Crosse, Wisc... 
Hoboken, N. J......... 
Fargo, N. D. 
Chicopee, Mass... . 
Redwood City, Cal. 
Arcadia, Cal. 
Waltham, Mass... 
Asheville, N.C. 
Elgin, Ii. 
Fort Smith, Ark... 
Monroe - West 
Monroe, La. 
Pomona, Cal. 
Bristol, Conn. 
San Leandro, Cal. 
Billings, Mont. 
Muskegon, Mich... 
North Bergen Town- 
rrr 
Lincoln Park, Mich... . 
Hamtramck, Mich... . 
Elmira, N. Y. 
Petersburg-Hope- 
well - Colonial 
Heights, Va. 
Watertown, Mass. 
Jamestown, N. Y. 
Elkhart, Ind. 
Skokie, I. 
Newburgh- 
Beacon, N. Y. 
Aliquippa - Ro- 
chester - Beaver, 
ls sete’. 
Elmhurst, tli. 
Woonsocket, R. 1... 
Poughkeepsie, N. Y.... 
West Orange, N. !.... 
Sheboygan, Wisc... . 
Florence-She ffield- 
Tuscumbia-Mus- 
cle Shoals, Ala. 


| 


West Palm Beach, Fla. 
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| Net E. B. 1. | 
CITY and STATE / 577 


Tyler, Tex. 
Williamsport, Pa. 
Orange, N. J. 

Council Bluffs, lowa. 
Perth Amboy, N. J... . 
Richmond, Ind. 
Abington Township, Pa. 
East Bakersfield, Cal.. 
East Hartford, Conn... 
Independence, Mo. 
Fair Lawn, N. J. 
Englewood, N. J. 
Belvedere Township, Cal 
Wyandotte, Mich. 
Nutley, N. J. 
Wilmette, lil. 

St. Louis Park, Minn 
Yakima, Wash. 
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Cuyahoga Falls, Ohio 
Oshkosh, Wisc. ’ 
West New York, N. J. 
Steubenville, Ohio 
Maplewood Township, - 
SS Ree 
Ontario-Upland, 
Cal. 
Paducah, Ky.. 
Newport, R. 1. 
Vancouver, Wash. 
Lawton, Okla. 
Park Ridge, til. 
Alexandri«- 
Pineville, La. 
Tuscaloosa- 
Northpert, Ala. 


- 


#3 


Manitowoc - Two 
Rivers, Wisc. 
North Tonawan- 

da - Tonawanda, 

RB. Fees 
St. Clair Shore, Mich 
Wilkinsburg, Pa. 
Zanesville, Ohio 
Danville, Va...... 
Quincy, lil... 
Wilmington, N.C. 
Cheyenne, Wyo... . 
Eau Claire, Wisc. 
Belleville, Ill. 
Whittier, Cal... 
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| 
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Total 400 Leading Cities 124,619,215 


% of U.S. A. osasdeees ee 


SALES MANAGEMENT 


In DETROIT 


ois” THE NEWS | 


Tota! 


THE NEWS 456,189 563,038 


in TOTAL AND (> “ltt inne “Rt 98 
TR ADI N G ARE A bas“ rewes: lead over The Times a oe 
THE NEV 2,304 504,005 

»» THE NEWS 4G 
CIRCU LATION j > The Free Press 338,318 sisi 


The News’ lead over Free Press 103,986 177,543 


The Times 378,703 388,237 
The News’ lead over The Times 63401 115,768 


and THE NEWS is Ahead 2 to ! 


ABC Publishers’ Statements for 6-months’ 
period ending March 31, 1955 


in TOTAL ADVERTISING! \p sive: si wa 


Free Press 25 % 
Times carried 24%! 


Current figures show it. Past results substantiate it. 


In 1954, and so far in 1955, THE NEWS carried better 
than half of all advertising published in the three 
Detroit newspapers. The other two papers divided 


THOSE ARE THE FIGURES—THE LATEST Ficures! 


THESE ARE THE FACTS—THE TRUE facts: 


Despite all the contests, give-aways and telephone 
charity gimmicks used by the other two Detroit 
newspapers within the past year to “hypo” circula- 
tion, THE DETROIT NEWS continues to be the No. / 
sales medium of Detroit advertisers because it’s the 
No. 1 newspaper with Detroit readers—day in and 
day out. 


the balance. 


DETROIT MEANS BUSINESS! And, in Detroit, 
business means THE NEWS! If you want to reach 
the most buyers and do the most business in the 
dynamic Detroit market, put your advertising 
dollars where results prove they’ll do the most good 
—in THE DETROIT NEWS! 


The Detroit News 


THE HOME NEWSPAPER 
Largest Weekday and Sunday Circulation of All Michigan Newspapers 


Eastern Office: 110 E. 42nd St., New York 17 a Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office. 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. © Pacific Coast: 785 Market Street, San Francisco, Calif. 
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Total Retail Sales and Rank, Leading Cities 


Estimates, 1954, for the 400 Cities Leading in this Category 


_ (Multiple cities are italicized) 


| TOTAL RE- TOTAL RE- | TOTAL RE- | 
TAIL SALES | Rank TAIL SALES | Rank | TAIL SALES | Rank % 
CITY and STATE 971 Esti-| in CITY and STATE | Esti-| in | Accumu- CITY and STATE | SH Esti-| in | Accumu- 
—4iF mates Group | mates | Group mates | Group lation 
(in thousands) (in thousands) | | (in thousands) | 


New York City, N. Y....| $10,100,328 | 
5,129,914 | 
3,308,799 | 
2,802,021 
2,668,143 
1,498,118 
1,381,435 
1,324,767 
1,302,966 


248,722 | 
241,586 | 
241,201 | 
240,171 | 
235,834 | 
226,423 | 
222,698 | 


140,609 | 139 | 43.8453 
140,161 | 140 | 43,9278 
140,157 | 141 | 44.0102 
137,260 | 142 | 44.0910 
136,506 | 143 | 44.1713 
135,691 | 144 | 44,2511 
133,492 | 145 | 44.3296 
133,263 | 146 | 44.4079 
132,309 | 147 | 44.4858 
132,004 | 148 | 44.5634 
130,595 | 149 | 44.6403 
130,497 | 150 | 44.7170 
130,091 151 44.7935 
129,756 | 152 44.8698 


1 

2 

3 

4 

5 

6 
> | 
8 Little Rock-North | 
9 Little Rock, Ark. 221,724 
1,244 848 to Knoxville, Tenn....... 221,407 
1,180,523 " Charlotte, N.C........ 220,300 

1,113,593 12 | Hammond - East 

1,012,525 3 | Chicago, Ind.. 218,181 
997 ,237 “4 214,643 
933 ,847 15 213,436 
873,977 16 208 ,293 
871,031 v7 203 ,828 
867, 167 18 203 619 
19 202,122 
20 199,779 


Brownsville-Har- 
lingen-McAlilen, | 
129,057 | 153 | 44.9457 
128,032 | 154 | 45.0210 
127,604 | 155 | 45.0961 
| 127,177 | 156 | 45.1709 
Lexington, Ky..........| 127,103 | 157 | 45.2456 
Fall River, Mass. 126,673 | 158 | 45.3201 
126,238 | 159 | 45.3944 
124,657 | 160 | 45.4677 
124,535 | 161 | 45.5409 
122,771 | 162 | 45.6131 
120,817 | 163 | 45.6842 
119,832 | 164 | 45.7546 
119,820 | 165 | 45.8251 
119,521 | 166 | 45.8954 
119,075 | 167 | 45.9654 
185 ,076 118,549 | 168 | 46.0351 
183,776 118,445 | 169 | 46.1048 
180,859 117,702 | 170 | 46.1740 
179,248 | Pawtucket - Cen- | 
178,809 | ° tral Falls, R. 1... 117,213 171 46.2430 
177,703 | | 40. " | 115.756 | 172 | 46.3110 
176,068 J 115,403 «173: «| 48.3789 
168,913 ; aa 115,173 | 174 | 46.4466 
167,284 | 113,972 | 175 | 46.5137 
167,031 | | 40. 113,763 | 176 | 46.5806 
163, 136 113,493 «177':«| «46.6473 
Norfolk . pu 163,002 x 2 113,367 178 | 46.7140 
mouth - South Newport News - Eugene - Spring- 

Norfolk, Va. Hampton - War- field, Ore. ee 113,323 179 46.7806 
Akron, Ohio.......... wick, Va..... 161,966 East St. Louis, Il! 112,982 180 46.8471 
Richmond, Va.......... Schenectady, N. Y.... 161,962 | 112,513 | 181 | 46.9133 
Oklahoma City, Okia... Pontiac, Mich... 158 ,995 112,005 | 182 | 46.9791 
Omaha, Neb.......... San Bernardino, Cal... . 158,887 i 111,146 | 183 | 47.0445 
Providence, R. 1. Kansas City, Kans.... 156 909 | i 110,412 184 47.1994 
Syracuse, N. Y. Columbia, $. C.... 156 ,854 ea 110,062 | 185 | 47.1742 
Hartford, Conn. Lubbock, Tex...... 156,837 | eS 110,052 186 | 47.2389 
Jacksonville, Fla. Elizabeth, N. J.... ‘ 154,257 | “ate SE 110,028 187 47.3036 
Tulsa, Okla. Springfield, 1. eA 154,111 | Sut Bees 109,314 | 188 | 47.3679 
Phoenix, Ariz. White Plains, N. Y..... 153,662 | ‘ 109,150 | 189 | 47.4321 
Wichita, Kans. Yonkers, N. Y...... 153,006 | 108,861 | 190 | 47.4961 
Nashville, Tenn. Dearborn, Mich....... 152,662 | : 4 | 108 ,375 47.5598 
Sacramento, Cal. 162,482 | , : 108 ,097 47.6234 
Flint, Mich. 151,640 i sail 107,769 47.6868 
Grand Rapids, Mich. . 151,053 | 107 695 47.7501 
Des Moines, lowa.. 150,974 | N % ae 107,251 | 47.8132 
Jersey City, N. J. 150,091 | | 42. 106 , 888 47.8761 
Worcester, Mass... 149,756 | 106,326 
Salt Lake City, Utah : 149,348 | } 105,817 

149,110 | come 105, 142 

148 833 . 104,963 
Beverly Hills, Cal... . 148 , 782 —_ 
Madison, Wisc......... 148 630 5 Total 200 Leading Cities! $81,828,303 
147,564 
146,216 
142,810 e * Oe ORE e me . 


21 
197,399 
195 ,807 
192,841 
192,782 

Charleston-South 

Charleston, 

189 , 368 
188.292 
187,299 
185,414 
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22 
23 
24 
25 
26 
27 
28 
23 
30 
31 
32 
33 
34 
36 
36 
37 
38 
39 
40 
41 


. 
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South Bend- Moline - East Mo- 
Mishawaka, Ind. line - Rock Is- 


142,659 | . Honolulu City, with Total Retail Sales of $324,190 


142,568 | : thousand would Rank 57 if included above. 
141,942 | 
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(ADVERTISEMENT) 


Here’s What Happens . . . in the 60 LARGEST CITIES when rated 
- 3 by BUYING POWER and SALES PRODUCTIVITY 


| POPULATION NET INCOME | RETAIL SALES 


1/1/55 
PER FAMILY PER FAMILY 
CITY and STATE Esti- CITY and STATE CITY and STATE Esti- 


mates 
(in thousands) 
New York City, N.Y..... 8,028.4 | Hartford, Conn, ........ os . 6,569 
Chicago, HI, . 37143 | ; Hartford, Conn. 
Les Angeles, Cal. ....... 2,157.3 | Washington, D. C. . 
Philadelphia, Pa. ....... 2,139.6 Detroit, Mich. eee eel Richmond, 5,822 
Detroit, Mich. .. 19196 Toledo, Ohio Newark, N. J. ........ » 5,804 
Baltimore, Md. ........ 968.5 tes Arenal | cane Se, Oe see 
Cleveland, Ohio ........ 935.9 | Chicago, III. tt eeee enone | Boston, Mass, 
‘Washington, D.C. .. 871.0 Columbus, Ghio ’ Pittsburgh, Pa, 
St. Louis, Mo. ..... 868.5 Seattle, Wash. saccneses Dayton, Ohio 
Boston, Mass 811.0 Indianapolis, Ind, Grand Rapids, Mich, .... 
Cleveland, Ohio Jacksonville, Fla. 


San Francisco, Ca! .. $08.2 Newark, N. J. .......-. 


Houston, Tex. 708.1 San Francisco, Cal. ..... Washington, D. C. ...... 
Milwaukee, Wisc 701.1 | Richmond, Va. ......... Syracuse N Y. 
Pittsburgh, Pa. .... 675.3 | Akron, Ohio Cleveland Ohio 

New Orleans, La 619.9 Milwaukee, Wisc. Atlanta, Ga 

Buffalo, N. Y. 582.2 Pittsburgh, Pa. Des Moines, 

Dallas, Tex. ; 570.0 Dallas, Texas Fort Worth, Tex. ; 
Seattle, Wash : . 552.2 Houston, Tex, Minneapolis, Minn (Ome 
Minneapolis, Minn. ..... 529 7 New York City, N. Y, .... Detroit, Mich. : 


Syracuse, N. Y. Buffalo, N. Y. 


Cincinnati, Ohio .. 520.9 

Denver, Colo. .... 483.5 See ee eee Providence, R. 
Kansas City, Mo 482.6 Minneapolis, Minn. Rochester, 

San Diego, Cal. . 477.3 Kansas City, Mo. ....... St. Paul, 
Atlanta, Ga a 476.0 Philadelphia, Pa. ....... Portland, 

San Antonio, Tex 470.8 Jersey City, N. J, Toledo, Ohio 
Newark, N. J. 449.2 Rochester, N. Y. Worcester, Mass. 
Indianapolis, Ind 445.8 Boston, Mass. saveenecar Columbus, Ohio 
Memphis, Tenn 441.9 Des Moines, lowa Oakland, Cal. 


Oakland, Cal 415.2 Norfolk-Portsmouth- 


South Norfolk, Va. Dallas, Tex. 


Omaha, Neb. 
Portland, Ore iatay 409 8 


Columbus, Ohio : 408.9 Ouse: teh, Cincinnati, Ohio 
Louisville, Ky 405.2 St. Lowis, Mo. ......... y Salt Lake City, Utah ... 
Norfolk-Portsmouth- Buffalo, N. Y Akron, Ohio 


South Norfolk, Va 385.7 Louisville, Ky. Tulsa, Okla 
Birmingham, Ala. ‘ 351.1 Qakland, Cal Baltimore, Md, 
Fort Worth, Tex 339.5 St. Pact, Minn Houston, Tex, 
Rochester, N. Y. . 337.8 NP a Ei Milwaukee, Wisc 

: Cincinnati, Ohio ’ 
St. Paul, Minn. ........ 325.1 5 Memphis, Tenn 

" Worcester, Mass. : , . 
Toledo, Ohio . 320.8 ; Wichita, Kan. 

, Salt Lake City, Utah ... , 

Jersey City, N. J. ° 302.5 Tulsa, Okla, Louisviile, Ky. 4,488 


mcm _ : : said Grand Ran, edie pg ng awe kobe re 
rar Sn te ov 
Dayton, Ohio . 270.6 Les Angeles, Gal, ..<-.. Lene Geach, Cal. ...... 4,386 
Omaha, Neb. 265.1 Port Worth, Vee. 65+. Gk Lewis, WA. ..csssnee 4,376 
Providence, R. |. 247 4 pulled amin Sen Fronts, Co. .... 4396 
es We... 239.5 Providence, R. |. . Seatene Wash 4.291 
/ ‘ Wichita, Kans. ......... , ’ ' . 
Syracuse. N.Y. .. 228.1 Seattle, Wash. ......... 4,277 


nee a Miami, Fla. Philadelphia, Pa. 4,262 


Memphis, Tean, 


Wate Ge OSH 222.6 Birmingham, Ala. 4,210 


Wichita, Kans. . 222.5 ~ hi a - Oklahoma City, Okla, ... 4,281 
Jacksonville, Fla. . = 222.4 ortiand, Ore. , Tampa, Fla. 4,042 


Worcester, Mass, 205.5 Baltimore, Md. San Antonio, Tex. ...... 4,019 
Salt Lake City, Utah .... 200.5 New Orleans, La. “ " 
' : New York City, N. Y. ... 3,997 

Grand Rapids, Mich .. 1874 | Long Beach, Cal. ....... “ 

S ‘ Nashville, Tenn, 3,932 
Des Moines, lowa 185.3 | Nashville, Tenn. Norfolk-Portsmouth- 
Hartford, Conn. ...... 184.5 Oklahoma City, Okla, ... ’ ~ South Norfolk, Va. 
' Birmingham, Ala. 3,815 
El Paso, Tex. ++» 180.0 Jacksonville, Fla, San Diego, Cal. ........ 3,592 
Spokane, Wash, ....... 1799.1 | San Antonio, Tex. New Orleans, La. 3,587 
Nashville, Tenn. ....... 177.5 Tampa, Fla. Jersey City, N. J, ...... 3,260 


In Hartford, and 29 surrounding townships, Largest Daily Circulation in C i 


totaling a market of 114,918 families (U.S. Cen- 4 
sus) this newspaper will carry your advertisement e art or mes 
into 103,813 homes. No other available adver- 
tising medium can compare with this penetration Member: The Gainett-Greup 

and impact. Represented by: J. P, McKinney & Son, Inc. 
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The 1954 Billion Dollar Club 


SALES OR REVENUES 
1954 946 
{in millions of dollars) 
——> General Motors Corp. ........... $9,824 $1,963 
— +> Standard Oil Co. (NJ.) .......... 5,661 1,622 
—> Bell Telephone System 2,094 
—> Great Atlantic & Pacific Tea Co. .. 1,435 
==> U.S. Steel Corp. . 2.6... cece 1,496 


— > Sears, Roebuck & Co. ........... 1,045 
— > General Electric Co. ............ 
OVC MEM. cen ao ce vanebeees 
——> Chrysler Corp. ................. 
— >Armour & Co. .... 2. cee eee eee 


—> Safeway Stores, Inc, ............. 
—> E. |. du Pont de Nemours & Co. .... 


— > Standard Oil (Ind.) 
Bethlehem Steel Corp. ........... 


— > Westinghouse Electric Corp. ...... 
— > Socony-Vacuum Oil Co. .......... 
ED EDS Stier's 6 4S G0 06 04 o hee a's 0 
wren GON Co. oo cet cc geccccees 
— > National Dairy Products 


— Standard Oil (Calif.) 

SPRUNG” cbc eres ce beets eevee 
ae aes PN TS Sc ovina oe coc vee 

—> Goodyear Tire & Rubber 

— > American Tobacco Co. .......... ‘ 


@Boeing Airplane Co. .......... 
—® Gelnciols O8 Corp. 2.26565. 26. 
— > Ford Motor Co. .........00-ceee , 


E—Business Week Estimate 
@New member 
@Does not report sales, but is in billion closs. 


BUSINESS WEEK © Apr. 23, 1955 


% GROWTH 

SINCE 1946 
400.5 
249.0 
128.5 
178.7 
116.6 


183.7 
335.8 
92.0 
138.2 
73.6 


114.2 
158.2 
203.4 
155.0 
110.3 


331.5 
111.4 
168.1 
196.2 

63.1 


198.4 
93.2 
63.5 
76.7 
24.4 
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74 of the 
, | of the 
Billion Dollar Club realize: 


“No selling campaign is complete 


without the WBC stations” 


In 1954, twenty-eight companies in the United States sold over a billion 
dollars’ worth of goods each. These companies certainly know something 
about selling. And twenty-five of them were among the more than 250 
national advertisers on WBC. Keeping them company are lots of smaller 
guys who know something about advertising, too. Over 1,200 local 
advertisers put WBC in their selling campaigns. 

National advertisers know that 1/6 of America’s sales are made in 
the six markets served by the WBC stations . . . that they need the 
WEC stations to compiete their selling campaign. And local advertisers 
have found that no other station gives them the coverage and sales 
impact of their WBC station. If your selling campaign doesn’t include 
the WBC stations, call Eldon Campbell, WBC National Sales Manager 
at MUrray Hill 7-0808, New York, or your WBC station. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


WBZ + WSBZA+ WBZ-TV, Boston; KYW + WPTZ, Philadelphia; KOKA + KOKA-TV, Pittsburgh; 
wowo, Fort Wayne; Kex, Portland; KPix, San Francisco 


KFIX represented by THE Katz AceEncy, INc. 
All other WBC stations represented by Free & Perers, INc. 


Total Retail Sales and Rank, Leading Cities, (Cont.) 


CITY and STATE 


Champaign ~- Ur- | 


| 
| 
(Pa.) - panies 
burg, (N. J.)....| 
Asheville, N. C....... 
Muskegon, Mich... 
Elmira, N. Y....... 
Wheeling, W. Va. 
Pasco- Kennewick- 
Richland, Wash. 
Warren, Ohio 
Ogden, Utah 
Reno, Nev. 
Aurora, Wl... 
Aihambra, Cal. 
Salem, Ore. 
Yakima, Wash. 
Poughkeepsie, N. Y. 
Sioux Falls, S. D. 


Huntington Park, Cai 
Brockton, Mass.. . . 
Lima, Ohio ; 
Green Bay, Wisc. ......| 
Pueblo, Colo. 
Appleton - Nee- 
nah - Menasha, 
Wisc. 
Abilene, Tex. ; 
New Brunswick, N. J. 
Spartanburg, S.C... . 
Plainfield, N. J. 
Monroe - West 
Monroe, La......| 
Muncie, ind... . 
Port Arthur, Tex. 
Colorado Springs, Colo 
Newburgh- 
Beacon, N. Y.... 
Pensacola, Fla. 
Las Vegas, Nev. 
Mansfield, Ohio 
Oyster Bay Township, 
6. ¥:.. shindig 


Lewiston- 
Auburn, Me. | 
Lafayette - West | 
Lafayette, Ind.. .| 
Bay City, Mich. 
Royal Oak, Mich. 
Ann Arbor, Mich. 
Bethlehem, Pa. 
Boise, ida... ... 
Perth Amboy, N. J. 
Lorain, Ohio... . 
Cicero, tt. 
Waukegan, Ill. 
Irvington, N. J. 
Covington, Ky. 
Everett, Wash. 
Bloomington- 
Normal, Iil.. 


TOTAL RE- | 
TAIL SALES | Rank 


81,618 
81, 262 
RO, 588 
80,462 
79,676 
79,410 
79,187 


78,681 
77,861 


nN 
= 
—) 


222 
223 
224 
226 
226 
227 
228 
229 
230 
231 
232 
233 
234 
235 
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TOTAL RE- 
TAIL SALES 
CITY and STATE | gan 


Esti- 
mates | Group | 
(in thousands) 


Ls 


| 


| % 
aoa 
lation 


| 


CITY and STATE 


TOTAL RE- 
TAIL SALES 


ad Esti- 
JM Ram 
(in thousands) 


ivf 


51.0146 
51.0634 
51.1116 
51. 1596 
51.2079 
51.2569 
51.3039 
51.3517 
51.3991 
51.4464 
51.4932 
51.5399 
51.5865 


51.6327 
51.6785 


Meriden - Wall- 
ingford, Conn.. .| 


Biloxi - Gulfport, 
, ae 
New Castie, Pa. 
Pomona, Cal... 
Somerville, Mass. 
Fargo, N. D.... 
Paducah, Ky... 
Richmond, Ind. 
Williamsport, Pa. 
Elgin, ti. 
Great Falis, Mont.. 
Fayetteville, N. C. 
Vallejo, Cal... 
San Angelo, Tex. 
Norwalk, Conn. 
Tyler, Tex. 
Danville, Ill. 
Lakewood, Ohio 
Kankakee, Ill... 
Bayonne, N. J. 
Port Huron, Mich. 
Butte- Anaconda, 
Mont..... 
Oshkosh, Wisc. 
Salem, Mass. 
Middletown, Ohio 
Bellingham, Wash. 
Salinas, Cal..... 
Brookline, Mass........ 


77,796 
77 ,363 


77,281 
76,918 
76,671 
76 ,654 
76,351 
76 ,335 
76,317 
76,150 
75,587 
75 ,539 
75,324 


75,277 
75,175 
75,105 
74,832 
74,456 
74,390 
73,800 
73 , 787 
72,666 
72,489 
71,657 
71,302 
70 ,876 
70,819 
70,728 
70,581 
70,484 
70,407 
69,944 
69,859 


69, 187 
68 , 188 
67,748 
67,646 
67,375 
67,311 
67,230 


Petersburg-Hopewell-Colonial 


Heights, Va.....| 
Benton Harbor - 

St. Joseph, Mich. 
Montclair, N. J. 
Sharon - Farrell - 

Sharpsville, Pa.. 


67,184 


66 903 
66,418 


66,290 
66,247 
66,015 
65,796 
65,214 
65,013 
64 $36 
64,754 
64,629 
64,592 
64 408 
64 , 268 
64.039 
63,913 


63,910 
63,484 
63,257 


63,014 
62,855 
62,618 
62,452 
62,388 
62,327 
62,259 
62,045 
61,636 


Ae 
= 
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51.7243 


§1.8152 
51.8605 
61.9055 
51.9506 
51.9955 
52.0404 
52.0853 
52.1301 
52.1746 
52.2190 


New Kensington- 
Arnold, Pa 


Florence-Sheffield- 


61,472 
61,213 
61,134 


60 ,508 
60,240 
60,219 
60,189 
60,072 


S28 


Tuscumbia - Muscle 


Shoals, Ala 


Alezandria- 
Pineville, La.... .| 


Aliquippa - 
chester - Beaver, 
Pa. caeas 

Newark, Ohio 

Clarksburg, W. Va. 

Bristol, Tenn.-Va.. 

Parkersburg, W. Va..... 


Wausau, Wisc..........| 


Eau Claire, Wisc... . 
Lawton, Okla... .... 
Ventura, Cal... a. 
Redwood City, Cal... .. 
Framingham, Mass... . . 
Kokomo, ind...... 
Medford, Ore. 
Hoboken, N. J. 


Marysville - Yuba | 


West Allis, Wisc... 
Norwich, Conn. 
Cumberland, Md. 
Bremerton, Wash... 
Tuscaloosa- | 
Northport, Ala.. 
Rapid City, S$. D....... 
Albany, Ga............ 
Ontario - Upland, 
Cal..... 
Berwyn, ilf............ 
Charlottesville, Va... .. 


Haverhill, Mass. 
Greensburg-South 


59,995 
59,542 
59,503 
59,500 
59,475 


ses 


es 


59,367 
59,227 
59,214 
58 , 963 
58 ,863 
58,513 
58,434 
58 ,427 


Ww ae 
SESSRRBR 


58,213 
57,777 
57,715 
57,683 
57,657 
57,562 
57,421 
57,156 
57,150 
56 , 534 
56 , 505 
56 086 
55 653 
55, 357 


SSSSRRBRSE 


55,131 
55,105 
55,018 
54,313 
54,275 
54,141 


54,052 
54,027 
53,954 


53,954 
53,908 
53,722 
53,424 
53,344 
53,155 
52,930 
52,926 
52,830 


Greensburg-Southwest 


Greensburg§, Pa.. 


North Tonawan- | 
da- Tonawanda- 
} ye Oe caas.al 

Mankato - North | 
Mankato, Minn. 

Lakeland, Fla........ 


Total 400 Leading Cities 


52,745 
52,704 
52,644 
52,574 
52,524 
52,330 


52,282 


52,243 


399 
52,192 400 


$96, 270, 162 
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SALES MANAGEMENT 


BAY CITY » 
- 
SAGINAW 


* 
FLINT 


ANN ARBOR 
x» * 
JACKSON 


FROM YOUR MICHIGAN MARKET! 


Your ad in Booth Michigan Newspapers greatest retail markets. Diversified industry! 

tonight means action in your dealers’ stores Automotive! Chemical! Oil! Paper! Agri- 

tomorrow! Your dealers know this, too, because culture! Famous vacationland! Highest home 

that’s how they stimulate their own daily ownership figure in the country! 

selling. Let your Booth man show you how Booth 
The 8 Booth Michigan Newspapers spread Dealer Merchandising Service adds extra 

right across the middle of one of America’s action to your Advertising dollars! 


A. H. Kuch Sheldon 8. Newman Brice McQuillin Wm. Shurtliff 
Call a Booth 110 E. 42nd Street 435 N. Michigan Ave. 785 Market Street 601 Ford Building 


man today! ; New York 17, N.Y. Chicago 11, Illinois San Francisco 3, Calif. Detroit 26, Michigan 
2 Oxford 7-1280 Superior 7-4680 Sutter 1-340] Woodward 1-0972 


§ BOOTH Zachpen, Newspapers 


“YOUR MICHIGAN MARKET OUTSIDE DETROIT” 
Grand Rapids Press + Flint Journal + Kalamazoo Gazette + Saginaw News + Jackson Citizen Patriot + Muskegon Chronicle + Bay City Times « Ann Arbor News 
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How well is Architectural Record serving 


Equally significant are 70 out of 77 readership studies SPONSORED BY BUILDING PRODUCT MAN- 
UFACTURERS AND ADVERTISING AGENCIES in which architects and engineers have voted Archi- 
tectural Record their preferred architectural magazine. 


And Architectural Record’s top circulation among architects, consulting engineers and staff 
architects and engineers in commerce and industry also speaks for the quality of Architec- 
tural Record’s editorial service. (Eighty-five per cent of all architect-designed building, non- 
residential and residential, small and large, is in the hands of the Record’s architect and 
engineer subscribers.) 


Finally, there is the testimony of building product manufacturers and advertising agencies 
who know that editorial values are the source of. all magazine advertising values—and 
schedule their advertising accordingly. 


Year after year—and again in 1955—more building product advertisers are placing more 
pages of advertising in Architectural Record than in any other architectural magazine. 


First Award 1951—best graph- First Award 1951—best single Award a Merit 195) — Award of A..F 1951 — out- Award of Merit 1952 — out- 


ic presentation—‘‘Architec- 
ture in Hawaii,” October 
and November 1950 issues. 


Award of Merit 1952 — out- 
standing series of articles— 

ture Cidst. of Architec- 
ture," (1 


issue—October 1950 issue ding original - t 
“Next Year's $ Boom Will Be 


wed ‘Mental Hospitals 
Schools.” 


Award of Merit 1953 — out- 
standing series of articles— 
ture ASD. of Architec- 
ture 


“Design Requirements of 
Motels,"” March 1950 issue. 


Award of Merit 1953 — out- 


tion — * Betaing in in the 
Tropics,”’ August 195. 


Different,’ 


standing single article— 


Pomp | AD the eanayie - 


August 1 


November 1950. 


standing issue, June 1951 
issue featuring “Schools 
and School Practice." 


standin Lm og article— 
“United ns Headquar- 
ters,” *tuly | 1952 issue. 


your Architect and Engineer prospects ?. .. 


for editorial excellence 


including three of the four top awards available to architectural magazines in the first two 


editorial competitions conducted by The American Institute of Architects—tell part of the story... 


The American Snstilule.of Apehilect 


Archileclaral fournalam Lhwards IDSA bra lectured fournalam hwards 7953 
Fert Award-G lass 3 Bary ard -C lawé 
‘ lhor Sand ‘ Me amford \ prublished i on snagageeeds 


Fublished by Archileclural Record. “ee reper: Cra Holler 
‘ Lllés hy. tehelecheral Record 


The tmerican Snstelale of Archilech 


ve Sn eee Core tif 
Sepa = oa a Basin G 

First Award 1955— ‘Best article in a professional archi- First Award 1954—‘Best photograph of an architec- 

tectural magazine’’—American Institute of Archi- 


tural subject published in a magazine’'—Americar 
tects’ Architectural Journalism Competition. Institute of Architects’ Competition. 


The American Instilule:of Apchilech 
SApchilectural fournalim Awards 1953 
SFrast Aeravd-Class3 
S-bioles in trofassional 

on aay “ned 


Award of Merit 1952 — out- Aulhor-SeelroApellusche 
standing graphic presenta- 
tion—‘‘Vacation House in 


“a 
lag <p ly Gablished ty Apchilecteoral Deecord 


GTO Ge 


First Award 1954—‘‘Best article in a professional archi- Award of Merit 1954 — out- Award of Merit 1955 — out- 
tontaral magazine'’—American Institute of Archi- Standing original research Standing series of articles— 
ects’ Competition. —“Guns a L- and Thin Shelis’’—july, Sep- 
tember, November, 1954. 


First Award 1954—best t graph- 
ic og ye Hotel 


Architectural Record 


119 West 40th Street, New.York 18, N.Y 
October 1953 issue wREC “ 


Per Family Effective Buying Income, 400 Cities 


GD Estimates, 1954 for the 400 Cities Leading in Population 
(Multiple cities are italicized) 


| 
NET E.B.1. | | NET E. B.1. | 
|PER FAMILY PER FAMILY | PER FAMILY 
CITY and STATE CITY and STATE Rank CITY and STATE 
7 ‘oo ~ 
| Estimates $ | Group 


Great Falls, Mont............. : 


6,896 | 
6,878 | 
6,871 
6.844 
6,840 
6,836 
6,832 
6,828 
6,793 


Charleston-South | 
Charleston, W. Va........| 


Sharon-Farrell- 
Sharpsville, Pa se 6,788 
Aliquippa- Rochester- 
Beaver, Pa.... ex's 6,784 
| 6,775 
6,762 
6,759 
6,733 
6,731 
6,729 
6,706 
6,704 
6,692 
6,692 
6,668 


Eugene-Springfield, Ore.. 
New York City, N. Y......... 


Glendale, Cal 
Bloomington-Normal, IIl.. .| 
Dubuque, lowa. . 

Green Bay, Wisc... . 

6,609 Niagara Falls, N. Y. 
6,605 


6,604 


SSSSSKSSSESSSSSEBE SF ssvsazes| 


Laleputee- West Lafayette, 
(ar : 6,588 Appleton-Neenah- 
Passaic-Clifton, N. J. | 6,582 Menasha, Wisc 
Fort Wayne, Ind.............. | 
St. Louis Park, Minn... .... ; 
6,563 
6,562 
6,555 
6,548 


6,522 


Biloxi- Gulfport, Miss 
Miami Beach, Fla. . 


ia 6,493 
Hammond- East Chicago, 


6,484 


6,463 

St. Clair Shore, Mich... , | 6,458 
Newark, N. J........ 6,452 
Bethichem, Pa... 
Kenosha, Wisc... 
Waterbury, Conn. 
Pasco-Kennewick- 

Richland, Wash.. 
Bayonne, N. J.... 
Warren, Ohio... 
Meriden-Wallingford, 


East Cleveland, Ohio. . 
Champaign- Urbana, i. 


‘Manitowoc-Two Rivers, Wisc. 


U. S. Per Family Income 


Moline-East Moline- 
Rock Island, Iil.... 


Honolulu City with Per Family income of $7,166 would 
Rank 51 if included above. 
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SALES MANAGEMENT 


This is the size we pack for the Growing Greensboro Market"! 


THE STAKES ARE REALLY BIG in the Growing 


hat’s pretty 

It means that if your business is food, 

general merchandise, furniture, cars, gasoline, ap- 
parel, drugs, hardware, lumber, or jewelry—you 
can count on your ad-dollars working overtime in 
the Growing Greensboro Market. Biggest selling 
punch in this sales-happy market is the 100,000 


o> 4 impact of the GREENSBORO NEWS and - 
RECORD... 


Only medium with dominant coverage in the 
Growing Greensboro Market, and with selling 
influence in over half of North Carolina! 


Greensboro 
News and Record 


Sales Management Figures GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
ee eeeee#eeeeteetees*¢ e*eeeeeee#ee#e¢ 


Household Goods 


Whether you are transferring a key man or a 
division—everybody is sure to appreciate North 
American’s prompt, efficient service. 


Office Equipment 
If you are moving into new offices, North Amer- 
ican’s expert supervision will solve your problem 
with a minimum of down-time. 


Trade-Show Displays 
You get door-to-door service when you ship 
trade-show displays via North American. Di- 
rect wire dispatching assures on-time arrivals 
and departures. 


Electronic Devices 
If you manufacture laboratory or other elec- 
tronic equipment that requires special handling 
in transit, better ship by North American. 


Look for this trade-mark 
at 8 
your telep: . 
: sal "So You're Moving” : s 
Ask your NAVL agent for this -4\ “Display Moving Service" 
helpful booklet on company- > Write for this brochure on 
paid moves. practical display moving. 


Dept. SM-75 


North American Van Lines, Inc., Fort Wayne 1, Ind. 
North American Van Lines Canada, Ltd., Toronto, Ontario 
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NET E.B. |. 
PER FAMILY 


NET E. B. I. 
|PER FAMILY 


| NET E.B.1.| 
PER FAMILY 


CITY and STATE CITY and STATE CITY and STATE | Rank 


Salt Lake City, Utah 
Salem, Mass. 


Tulsa, Okla. 
Beaumont, Tex. 
Grand Rapids, Mich. 
Battle Creek, Mich. 
Tucson, Ariz. 
Anderson, ind... 
Easton-Wilson (Pa.) - 
Phillipsburg, (N. J.). 
Muncie, ind. 
York, Pa. 
Alhambra, Cal. 
Evansville, ind. 
Durham, N. C. 
Richmond, Ind. 
Lima, Ohio 
Fresno, Cal. 
Troy, N. Y. 
Denver, Colo. 
Torrance, Cal. 
Hamilton, Ohioc 
Lynn, Mass. 


Spokane, Wash. 
Sheboygan, Wisc. 
Everett, Wash. 

Los Angeles, Cal. 
Roanoke, Va. 

Santa Monica, Cal. 
Corpus Christi, Tex. 


Newport News-Hampton- 


Warwick, Va 


Butte-Anaconda, Mont 
Warwick, R. |. 

Chelsea, Mass. 

Kokomo, Ind. 


Springfield, tii. 

‘Wheeling, W. Va. 
Newburgh-Beacon, N. Y 
Bay City, Mich.. 

Sioux City, lowa 

San Diego, Cai. 

South Gate, Cal. 

Wilkes-Barre, Pa. 

Jackson, Miss. 

Hoboken, N. J. 
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Oshkosh, Wisc. 
Providence, R. |. 
Wichita, Kans..... 
Miami, Fia. 
Memphis, Tenn. . 
Port Huron, Mich. 
Winston-Salem, N.C. 
Spartanburg, S.C... 
Santa Barbara, Cal. 
Shreveport, La. 
North Tonawanda- 
Tonawanda, N. Y. 


Little Rock-North Little 
Rock, Ark. 

Terre Haute, ind. 

Pomona, Cal. 

New Orleans, La. 

Tuscaloosa-Northport, 
Ala. 

Vancouver, Wash. 

Brockton, Mass. 

Tallahassee, Fla. 

High Point, N.C. 

Salem, Ore... .. 

Muskegon, ich. 


Knoxville, Tenn. 
Huntington, W. Va. 
Utica, N. Y......... 


Pawtucket-Central 
Falls, R. I. 


if 


Monroe-West Monroe, La. 


Woonsocket, R. 1. 


5,507 
5,491 
5,487 
5,470 
5,467 
5,462 
5,452 
5,448 
5,444 
5,436 


5,432 
5,428 
5,420 
5.416 
5,415 
5,415 
5,407 
5.403 
5,401 


5,387 
5,378 
5,376 
5,375 
5,355 
5.330 
5,326 
5,325 


5,309 
5,306 
5,300 
5,282 


5,263 
5,263 
5,253 
5,248 
5,234 
5,230 
5,220 


5,219 
5,214 
5,214 
5,213 
5,211 
5,196 
5,192 
5,190 
5,184 
5,184 
5,177 
5,165 
5,154 
5,145 
5,140 
5,135 
5,131 
5,123 
5,107 
5,107 
5,103 
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Mobile-Prichard, Ala. . 

Florence-Shef field- 
Tuscumbia- Muscle 
Shoals, Ala... 


Fayetteville, N. C. 
Alexandria-Pineville, La. 
Chattanooga, Tenn. 
East St. Louis, ii. 
Fall River, Mass. 
Fort Smith, Ark... 
Savannah, Ga. 
Parkersburg, W. Va. 
New Belford, Mass. 
San Antonio, Tex. 
Wilmington, N.C. 


Augusta, Ga... . 

Quincy, til. 

Lakeland, Fla..... 
Ontario-Upland, Cal. . 
Springfield, Mo....... 
Albany, Ga.............. 


Petersburg- Hopewell- 


Colonial Heights, Va. 
Colorado Springs, Colo. . . 
Riverside, Cal.... . 

Paducah, Ky...... 
Cumberland, Md....... 

West Paim Beach, Fia...... 
Muskogee, Okla... . 

Joplin, Mo.......... 
Pensacola, Fla..... 

Tampa, Fla.......... ; 
Brownsville-Harlingen- 

McAllen, Tex. 

St. Petersburg, Fla... . 
Pine Bluff, Ark... . 
Meridian, Miss. 
Lawton, Okla... . 


Texarkana, Tex.-Ark. .... 


Laredo, Tex. 


U.S. Per Family Income... 


| 
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SALES MANAGEMENT 


MARKET OF 


SOUTHERN CALIFORNIA 
is the TWIN CITIES of 


SAN BERNARDINO- 
RIVERSIDE 


over 200,000 combined city Poputation 
over 80,567 comeined cincuLaTiON 
87% oF WHICH IS UNDUPLICATED COVERAGE 


This great market of two of America’s fastest 

AMERICA’S 30th MARKET! growing cities, located 65 miles from Los Angeles, is 

6th On the Pacific Coast reached by only \/4, of 1% of the total circulation of the 

a four metropolitan Los Angeles newspapers. It is defi- 

4th In California : nitely an independent market with tremendous buying 
power and phenomenal growth. 


2 


KEEP YOUR MARKET FILE CURRENT 
WITH THESE TWO SALES BROCHURES 


h NEW 
make * 


The San Bernardino portion of this immense new 
market, with a net effective buying income of over 
a half billion dollars is practically covered by the 
Sun and Telegram. In retail grocery lineage the San 
Bernardino Sun-Telegram exceeded the combined 
total of the leading morning and evening Los An- 
geles newspapers. For complete market data and 
what we do for other classifications, send the coupon! 


CALIFORNIA'S 
NEWEST 
METROPOLITAN 
AREA 


The new miracle market... This is one of the 
most rapidly expanding sections in the Nation. 
Riverside’s retail sales totaled nearly $100,000,- 
000 for 1954... 29% above national average per 
household expenditure. (Source, SRDS), Com- 
plete information in Market Book. 


SAN BERNARDINO SUN—TELEGRAM RIVERSIDE DAILY PRESS — ENTERPRISE 


San Bernardino, California Riverside, Californic 


Please Send FREE Market Book Please Send FREE Market Book 


Nome Nome 


Address. Address. 
City 


City 


JULY 15, 1955 


So \ ie 47.9% 
i A MMs pruc 
“8B (v7. DEALERS’ 
Mace HB 7AK preterences based on 
551 deal to 
te DD B2ae * Shcteslers 


Mewar i 56.8 % 


me A "9% Grocery 
a 2 Hicox DEALERS’ 
we C Moss 
we D 21% 


Preferences based on 
480 dealer reports to 
wholesalers. 


‘inna A 54.6% 
we A M875 pppiaNce 
aw 8 {732% DEALERS’ 
xt Ges co 


Preferences based on 
FARM 476 dealer reports to 
waa, D | 0.6% 


wholesalers. 


eee: i 70.8% 


FARM 

we A 82% tapLEMENT 
i’ Basan DEALERS’ 
ae Choice 
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1,216 dealer reports 
to wholesalers. 

Reports on these and other dealer prefer- 

ence surveys available now on request. 


MIDWEST 
Farm Paper 


UNIT 


LACES FARMER & 1OWA HOMESTEAD 
THE PARMER PRAIRIE FARMER 
NEBRASKA FARMER 


SCONSIN AGRICULTURIST & FARMER 


SALES OFFICES AT: 59 East Madison Street, Chicago 3; 
250 Park Avenue, New York 17; 110 Sutter Street, San 
Francisco 4; 672 S. Lafayette Park Place, Los Angeles 57. 


General Foods 
(Continued from page 39) 


Coffee is “different.” Most Max- 
well House competition comes, not 
from national brands, but from local 
roasters. Many of these roasters, 
GF explains, “could provide serv- 
ice which our men could not meet. 
The necessity of doing a good job 
on the new instant coffee further 
complicated the problem . . . The 
fact that Instant Maxwell House is 
now first among all coffee in number 
of packages sold, and regular Max- 
well House is second, reveals the 
extent to which this separate opera- 
tion has succeeded.” 

In cereals the slugging comes from 
strong national brands. “Post cereals 
required more merchandising effort 


than the full-line men could give 
them. We had to meet premiums, 
deals and other inducements. We had 
to do a thorough, concentrated job 
at point-of-purchase. From this need 
sprang the Post sales division.” 

Now Jell-O and Baker-Gaines 
carry concentration two steps farther. 

Charlie Mortimer concludes: 
“We've outgrown the all-things-to- 
all-people approach. We've set out to 
make marketing more manageable. 
And in the process we’re gearing our 
operations to meet not only competi- 
tors in all the industries in which we 
engage but, especially, the needs of 
our customers. 

“Between these forces there is 
rivalry—not competition. They won’t 
tear down each other’s displays. 
They’re all working for General 
Foods.” 


“Distribution Service" Frees Area 
Sales Managers for Creative Marketing 


To rid field sales managers of much 
“office routine’”—and permit them to 
devote more time to developing sales- 
men and customers—General Foods 
has formed a Distribution Service 
division in the Controller’s depart- 
ment. 

This division, GF’s management 
shows, combines “the performance of 
the distribution (warehouse) centers 

. with the controller’s functions,” 
until now carried on in the regional 
offices of the now-defunct GF Sales 
division, in New York, Chicago, At- 
lanta and Oakland. 

Supervised by Thomas M. Mc- 
Dade, controller, the division will 
manage GF’s big centers in Jer- 
sey City, Camp Hill, Pa., Toledo, 
and Kankakee, I1l.—and a fifth, soon 
to be opened at San Leandro, near 
Oakland. These centers were built 


to permit shipments of “a carload in 
a line.” 

“With minor exceptions,” Mc- 
Dade explains, Distribution Service 
—under George M. Perry, manager 
—replaces the GF Sales division con- 
troller, the regional controllers and 
the district office managers. It handles 
orders, billing, sales accounting, col- 
lections, sales force pay rolls and ex- 
pense reports, custody of finished 
goods in the field, etc. Its “clients” 
are all GF sales divisions. 

Controller staffs function in the 
New York, Chicago and Oakland 
regional offices and in each of 15 
districts. Chicago controller also runs 
coupon office in Kankakee. 

Both at headquarters in White 
Plains and in the field, GF soon will 
speed “‘sales service” functions with 
electronic equipment. 


GF Triples the Number 
Of Area Sales Managers 


With the ending of GF Sales di- 
vision, Herb Cleaves shows, the num- 
ber of regions in each product sales 
division has been cut from four to 
three, and of districts from 24 to 15. 

But because of the new divisions, 
the total number of these field man- 
agers in two years has risen from 28 
te 83... 

At the retail level GF now has in 


all sales divisions 2,000 men — who 
contact the stores but place orders 
through wholesalers. 

GF itself does not reach direct 
every grocery store. Of the 400,000 
U. S. grocery outlets, it gets to the 
75,000 which do three-fourths of re- 
tail grocery volume. With the help 
of wholesalers, some GF products 
probably are sold in all 400,000. 
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(Jell-O is the widest-distributed.) 
The company regards 75%, or 300,- 
000, as “effective distribution” or 
“exposure.” 

At the wholesale grocery level 400 
men, including territory managers, 
assistant territory managers and sales- 
men, regularly contact approximately 
4,000 direct buyers: wholesale gro- 
cery concerns, chain stores, super 
markets and so forth. 

The old GF Sales Division sold all 
these bigger buyers al// GF products. 
A single representative tackled the 
trade for four different divisions. Es- 
pecially in introducing new products, 
the headaches mounted . . . In addi- 
tion the territory managers have to 
supervise the retail salesmen. 

Now both groups sell only their 
own division’s products. And with 
the new Distribution Service setup, 
Cleaves says, the managers should 
“do a better job of selling, and of 
helping their men to sell.” 

Meanwhile, morale has been 
boosted by a long series of advance- 
ments. Before all the changes were 
made—and some are still being made 
—GF had combed thoroughly a Pro- 
motional Candidate List of more than 
200 names. At high operating level 
appointments include such men as 
Charles A. Kolb as national sales 
manager, Jell-O division, and Harold 
J. Colclough, for Baker-Gaines, new 
divisional sales planning managers, 
and others. 


Multiplied Managers 


In the replacement of GF Sales 
division by Jell-O and Baker-Gaines, 
the Southern region (Atlanta) has 
been dropped. So have district offices 
in Denver, Memphis, Oklahoma City, 
Richmond and Syracuse. But with 
these two divisions alone. the com- 
bined number of regional managers 
is increased from four to six and of 
district managers from 20 to 30. 

Each regional manager of both 
Jell-O and Baker-Gaines will direct 
five district managers: 

In the Eastern region (New York) 
are the Boston, New York, Pitts- 
burgh, Philadelphia and Atlanta dis- 
tricts. 

In the Central region (Chicago) 
are the Detroit, Cincinnati, Chicago, 
St. Louis and Minneapolis districts. 

In the Western region (Oakland) 
are the Seattle, San Francisco. Los 
Angeles, Kansas City and Dallas 
districts. 

A memo from Cleaves to “the 
organization” listed the men appoint- 
ed to these 36 jobs. Jell-O’s three 
regional managers held the same posts 
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We don't wish to be didactic, but you can't 


reach Orlando and Central Florida and the 


Orange Blossom Trail country with Miami, Jack- 
sonville and Tampa newspapers. .We have up a 
road=-block. 

In our Five Counties we outsell all of these 
papers put together three to one... You can 
reach these 400,000 people only through The 
Florida Magazine, a home-edited, home-printed 
standard size supplement localized from a to 
izzard. 


ORLANDO SENTINEL-STAR 
Martin Andersen, editor, owner, galley boy. 


Nat. Rep: Burke, Kuipers & Mahoney. 


BIG STICK 
IN SIOUXLAND! 


Give your sales promotions the power 
punch they need in one of the nations 
richest markets. Contact our National 
Reps now! 


Gross Farm Income $1,025,239,000 


Effective Buying Income....$1,143,429,000 
Population 814, 


(Sales Management and S. R. D. S. Market Facts) 
for the 49 County Siouxland Area 
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with GF sales. But the three for 
Baker-Gaines all have been elevated 
from district manager. Nine other 
promotions, in both divisions, were 
to district manager from such posts 
as territory manager, regional per- 
sonnel and training manager, regional 
product service manager, regional 
planning manager . . . And of course 
their jobs are being filled. 

Several changes involve large 
jumps—from Dallas to Minneapolis, 
Richmond to Seattle, Denver to Los 
Angeles, etc. 

(In GF the way up is a circular 


staircase. Salesmen are hired in home 
towns. But to move upward usually 
they must move around. One regional 
manager has changed his habitat 15 
times in 18 years. But this is excep- 
tional. ) 

The new Institutional Products 
division. has taken, and promoted, 
men from other divisions. Its national 
sales manager, Linwood F. Brown, 
was sales manager for hotel and 
restaurant coffees and teas in Max- 
well House division. Appointments 
also were announced for such posts 
as manager of sales planning and 
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LITTLE CHUTE 


APPLETON 
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BUYING HABITS of 
THE FOX CITIES 


of Wisconsin 


New, 8th ANNUAL CONSUMER 
BUYING HABIT STUDY of The 
Fox Cities of Wisconsin measures this 


$147,000,000 market. 


140 classifica- 


tions include food products, appli- 


ances, 


automobiles, 
ownership, insurance. 


gasoline, home 
Authoritative! 


Survey under direction of the Medill 
School of Journalism, Northwestern 


University. 


Free book—write Ken E. Davis, 


Manager, General Advertising . . . 


APPLETON POST-CRESCENT 


APPLETON + NEENAH «© MENASHA, WISCONSIN 


manager of government sales. 

In Institutional marketing, four 
product managers—each in charge of 
several “‘lines’—report to General 
Manager Kramer. This new division 
has its own controller, budget and 
financial and sales analysts, personnel 
manager, etc. It operates through 
four sales regions—New York, Chi- 
cago, Atlanta and Oakland—and 14 
sales districts. 

Until now GF’s institutional sell- 
ing has been an adjunct of the gro- 
cery business. (Perhaps a weak sister : 
When a GF salesman had finished 
his grocery calls, and had 20 minutes 
before train time, he might drop in 
on a hotel or restaurant customer. ) 

Charlie Mortimer emphasizes that 
“we're tailoring products, as well as 
sales efforts, to the institutional mar- 
ket. We'll adapt present products to 
it and probably introduce new prod- 
ucts for it.” (He mentions the success 
which Kraft Foods has had with in- 
dividual servings of cellophane-cov- 
ered jam “patties.”) But equally im- 
portant, he says, is the developing of 
the “men to make the most of this 
big market.” 


GF Offers Salesmen 
Stronger Incentives 


For the salesman on the long fir- 
ing lines, General Foods executives 
say that the new setup provides: 

1. A chanre to do a better job with 
a more manageable line; 

2. More help from his territory 
manager—who has been freed from 
many desk chores; 

3. More money immediately—un- 
der a new bonus plan, and 

4. With a new group at the helm 
in HQ, and promotions to fill new 
pests in new directions, more chance 
—at all levels—to get somewhere in 
the company. 

The work of every man is re- 
viewed regularly by his field man- 
ager, SM was told, and headquarters 
keeps close tabs on every man of 
promise. 

In hiring sales applicants terri- 
torial managers are alert for a rather 
special type. They use the customary 
manpower sources, such as placement 
services and newspaper want ads. 
Salesmen from other companies — 
especially food companies—approach 
GF. Some advertising men want to 
work for GF to get sales experience. 
(The “‘cross-breeding” which Charlie 
Mortimer seeks among GF’s own 
people also works on different levels 
with its advertising agencies: Benton 
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& Bowles, Young & Rubicam and 
Foote, Cone & Belding. Executives of 
these agencies, for example, have held 
major posts with GF — and vice 
versa. ) 

“Although a high proportion of 
our salesmen are college graduates,” 
GF people say, “we don’t formally 
canvass colleges for them, and a de- 
gree is not a requisite.” (It happens 
that of the five members of GF’s 
executive staff, only George Hampton 
and Lester Waterbury, a lawyer, are 
college graduates. Mortimer, Wayne 
Marks and Ray Schmitz are not.) 

Sales applicants must take the 
Thurston Schedule, for personality, 
and the Wonderlic test for mental 
ability. Every applicant for employ- 
ment with GF gets a physical exam 
before he is hired and an annual 
physical thereafter. 

But the company is as concerned 
with attitudes as with aptitudes. ‘““We 
have faith in our people,” Wayne 
Marks explains, ‘and we think there 
are good reasons for their faith in the 
company: General Foods is known as 
a good employer. We pay at least as 
well as other leaders in the food in- 
dustry. Our salesmen are not 
unionized. They don’t have to ‘or- 
ganize’ to speak, or to be heard. At 
local sessions they all have a chance 
to sound off. On the managers’ re- 
ports on their performance they can 
add their own comments. They may 
appeal decisions all the way to 
Charlie Mortimer. . . . At General 
Foods there are no closed doors.”... 


Turnover Reduced 

Effect of the evolving division set- 
up on morale may be shown in the 
fact that since 1951 the annual turn- 
over in sales personnel has dropped 
from 22% to 15%. Most of it occurs 
among younger salesmen . . 

Starting salary for a retail man is 
$75 a week. For experienced retail 
men the range is from $85 to $125. 
. . . Territory managers make up to 
$11,700. 

“Raises are not automatic,” execu- 
tives point out. “They must be 
earned. But when a man_ hasn't 
earned a raise in a reasonable time, 
we go to some trouble to find what is 
‘wrong’ with him. . . . Of course, 
there are some who are not ambitious, 
or not qualified for bigger jobs.” 

Salesmen are trained both under 
field managers and at White Plains 
HQ. The plan was for them to learn 
the “practice” in their areas and the 
“theory” at White Plains (where 
GF also holds advanced training 
courses for experienced men). 

But until recently, Herb Cleaves 
says, the field managers — directing 
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too many salesmen, selling too many 
products and burdened with office 
routine—had little time to work with 
individuals. “Even when they had 
the time, there were a lot of excuses 
and buck-passing. . . . Yet I think 
that all the promotions in the General 
Foods organization in the last two 
years show that somebody has done a 
job in developing people!” 

To announce the recent changes, 
GF’s 2,400 retail and wholesale men 
were brought together at region and 
district meetings. There they learned 
from company executives the why of 


the new setup; what it can mean to 
them and the company, and where 
each of them is going—or staying. 

Basic salary ranges continue, de- 
spite fewer products to sell. And since 
April 1 all retail salesmen and terri- 
torial managers also participate in a 
bonus plan, based on additional vol- 
ume. 

For ¢y~.tiow avd qualified men 
GF otiem 2c! ‘anupower de- 
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‘ ghe man, the 
job. aad tie urea Lut pays for man- 
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Stockholders -29~ 


of all the people (age 15 and over) living in 
New York City & suburbs who own stocks 


are News readers- 


..-and you'll be intrigued by other fascinating facts 
and stimulating statistics on the nation’s biggest 
market and its newspapers, in the $150,000 study 


Profile of the milli 

.-- based on 10,349 personal interviews, conducted 

by W. R. Simmons & Associates Research, Inc. in New 
York City & suburbs. Shown in visual presentation, 
by appointment only. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Lipstick buyers- 41%, 


of women readers of New York newspapers (City 
& suburbs) who used lipstick in the past month 


are News readers- 


The Daily News audience, which includes 
2,290,000 women—owns most of the homes, cars, 
electric appliances, has most of the jobs, incomes, 
charge accounts, children in school. You can get 
a lot of new data on their buying habits in the 
best study ever made in the New York market 


Profile of the millions 


the guide to better marketing, now being shown in 
visual presentation. Call any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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F Territory Teams 


On April 1—three months before 
launching the “final” product division 
sales pattern on July 1—General 
Foods introduced a bonus plan to sup- 
plement salaries of all salesmen, terri- 
torial managers and assistant terri- 
torial managers who call on the 
grocery trade. 

(A separate bonus plan has been 
set up for men in the new Institu- 
tional Products division. ) 

“Bonuses are earned and paid 
quarterly and annually,” GF an- 
nounces, “on the basis of territory 
team accomplishment. To qualify: 

“1. Total territory sales must ex- 
ceed last year’s total for the same 
period (except for discontinued 
items), and 

“2. Sales must exceed budget on 
at least one-half of the budgeted 
products.” 

Quarterly payments are made on 
each product group where budget is 
exceeded in total: 5 cents for each 
unit over last year and up to budget, 
plus 10 cents per unit over budget. 


End of Year Bonus 


Annually—after the end of the 
fiscal year on March 31—“5 and 10” 
more are paid into the territory 
team’s fund, based on units sold 
beyond last year’s sales and the year’s 
budget accomplishment. If the budget 
is Jess than last year’s sales, the team 
gets 5 cents for each unit over budget 
up to last year’s sales plus 10 cents 
for each unit over last year’s sales. 

Whether new or test products are 
to be included, GF says, will be “a 
management decision, determined by 
the significance of the number of 
units involved.” 

Bonus funds are divided into 
shares. Number of shares for each 
territory is based on its authorized 
manpower. Shares for vacancies or 
non-qualified employes are withheld 
until the fiscal year’s end, and then 
added to the group’s annual bonus. 

Quarterly bonus earnings are 
divided: one share for each salesman, 
one and one-half shares for each as- 
sistant t.m., and two shares for each 
territory manager. 

At year end the annual fund is 
divided equally into “non-judgment”’ 
and “judgment” parts. The non- 
judgment half goes into equal shares, 
distributed on the “quarterly fund” 
basis. The judgment half is divided: 
two shares to t.m.; one and a half 
shares to assistant t.m. and to each 
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“best salesman; one share to each 
“average salesman,” and a half-share 
each to “other” salesmen. 

Salesmen are judged on their year’s 
performance by territory manager— 
“with the review and concurrence of 
the district manager.” 


Provisions are made to include new 


or transferred men. 


“We have tried to keep the plan 
simple,” Vice-President Cleaves tells | 
the field men, “so that each territory | 


team could clearly and easily set its 
own bonus objectives.” The plan is 
intended to offer “a fair base from 
which to measure your progress;” to 
“present equal opportunity” to each 
man, and “provide a real incentive, 
with no restrictions on your ability 
to earn.” 

In addition, to take care of “un- 
predictable things,’ GF’s top man- 
agement has set aside “a substantial 
amount to be awarded on a judgment 
basis.” 


Record Advertising 
And Sales Budgets 
Boost GF's Volume 


For the fiscal year ended March 
31, Charles G. Mortimer reported to 
General Foods’ 60,000 shareowners 
net sales of $824.8 million. 

This volume was $41.8 million 
higher than fiscal 1954, and three and 
one-half times the $280 million done 
by GF in calendar 1945. For 22 con- 
secutive years GF sales have climbed. 
In 1925, when GF’s predecessor, 
Postum Co., began a series of consoli- 
dations, its sales totaled $27 million. 
By 1929, when the General Foods 
name was adopted, sales reached $128 
million. But a decade later, after de- 
pression declines, the volume still was 
only $145.6 million. 

Net earnings after taxes in fiscal 
1955 reached a record $31.7 million, 
This figure was $3.8 million more 
than the year before, and twice the 
$13.1 million earned in 1945. . 
But the current earnings of 3.8% on 
sales contrasts with 4.7% earned in 
1945 and (taxes then being less of a 
problem!) with more than 10% in 
1939 and more than 15% in 1929. 

Yet over the last decade GF was 
able to double net earnings per com- 
mon share, from $2.36 to $5.29, and 


to increase dividends on common | 


from $1.60 to $2.90. 
decade: 


W orking capital rose from $93.3 to 


. . In this 


$195.5 million; plant and equip- | 


ment, net, from $33.6 to $88.9 
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million; net worth from $104.4 
to $234.7 million. 

General Foods shareholders today 
own an outfit with working capital, 
other assets valued at $288.7 million. 

All this has been built on what 
Charlie Mortimer calls GF’s “con- 
sumer franchise” and “trade fran- 
chise.” 

Through three decades GF has in- 
vested a lot of thought, effort and 
money in their development. 

In the last year combined selling- 
advertising expenditures increased 
from $99.5 million to $109.3 mil- 


lion. Despite the nearly $42 million 
increase in net sales, the advertising 
part of this figure was unchanged at 
$62 million. Meanwhile—due large- 
ly to costs of “divisionalizing’” — 
selling costs rose from $37.5 to $47.3 
million. 

Mortimer makes no apology for 
such statistics. He told New York 
Security Analysts last February that 
he hoped GF “will continue always 
to be a large advertiser, because in 
our kind of business advertising is 
absolutely essential to sales and 
growth.” 


A Perfectly Legal Hold 


What happens locally is 
always of greatest local in- 
terest, such as these two sons 
of a Shrewsbury, Massachu- 
setts doctor getting the most 
out of their visit to a Worces- 
ter County sheep farm — the 
subject of a recent Sunday 
Telegram Feature Parade 
story. 

Showing people what hap- 
pens close to home is the 
ONE way to get complete 
readership from young and 
old alike. That’s why the 


Feature Parade—the Sunday 
Telegram Magazine Supple- 
ment —has a winning hold 
on the entire Worcester Mar- 
ket — second largest in the 
state, 22nd Industrial County 
in the nation. 


When you want Sunday 
supplement coverage in the 
lucrative Worcester Market, 
you'll want the local impact 
for your sales message that 
only the locally edited Fea- 
ture Parade can give you. 


The Worcester Telegram-Gazette. George F. Booth, Publisher. 
Circulation: Daily, 156,818; Sunday, 104,429. 
Moloney, Regan & Schmitt, Inc., National Representatives 


Advertising, he added, performs 
two functions: It tells “consumers 
the reasons why they should buy our 
products instead of somebody else’s. 
But more important . . . is creating 
the desire to have the product, to 
understand it and want to use it.” 


GF's $62 Million 
Ranks Among 
Advertising's "Big 5" 


General Foods is not the biggest 
factor engaged in filling 165 million 
American stomachs. Swift, Armour 
and National Dairy report larger 
sales volumes. So do such retailers 
as A & P, Safeway and Kroger. 

But GF ranks not only as the 
largest food advertiser, but among the 
first five of all advertisers—after 
General Motors, Procter & Gamble, 
Colgate-Palmolive and Ford. 

Figures compiled by Publishers In- 
formation Bureau and Bureau of Ad- 
vertising, ANPA, show that in 1954 
General Foods spent $32.4 million 
for space in newspapers, newspaper 
supplements, and general and farm 
magazines and for network TV and 
network radio time. 

GF’s total for this space and time 
was almost twice as much as the $18 
million spent by General Mills, which 
stood second among food advertisers. 
GF spent nearly two and one-half 
times as much as National Dairy; 
nearly three times as much as Camp- 
bell or Swift; four times as much as 
Quaker Oats, Kellogg, Pillsbury or 
Standard Brands; five times as much 
as Borden or Armour. 

Unlike nearly all other large ad- 
vertisers, GF reveals actual expendi- 
tures. The difference between the 
$32.4 million listed for this company 
and its $62 million actual total is 
accounted for by production and 
talent costs for the media covered by 
PIB and BofA; such major media, 
not included, as spot radio and TV, 
point-of-purchase, premiums and out- 
door, and GF’s share of dealer- 
cooperative advertising. (Among the 
divisions, however, only Birds Eye 
does co-op advertising. ) 

In the four media, from 1953 to 
1954, GF’s space and time total is 
shown to have risen 8.2%—from 
$29,965,705 to $32,418,050. 

In newspapers and supplements it 

climbed 9.2% —from $8.6 to $9.3 

million ; 

In general and farm magazines it 

went up 25%—from $8.0 to $10.0 


million ; 
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In network television time GF 
expanded 50.3%—from $6.4 to 
$9.7 million; 

Meanwhile, GF’s figure for net- 
work radio time fell 51.4%—from 
$6.8 to $3.3 million. 

Network radio’s loss was almost 
identical with network TV’s gain. 
The “space” media drew substantial- 
ly more GF dollars. 

Among ail national advertisers in 
1954 GF was ranked 
fifth in newspapers and supple- 
ments ; 
second (after General Motors) in 
general and farm magazines; 

tenth in network radio, and 
sixth in network TV... 

General Foods’ $62 million is the 
sum total of the divisions’ advertising 
— intended to sell products. The 
company does little “institutional” 
advertising. 


New Products Add 
To GF Volume 


Vigorous sales and advertising turn 
the “specialties” of yesterday into the 
“staples” of today. 

For fiscal 1955 products introduced 
in the last decade represented $237.5 
million of General Foods’ $824.8 
million volume. And while total sales 
rose 5.4% from the year before, the 


“newcomers” gained 27.7% 

On products, says Charlie Mor- 
timer, GF has formulated this four- 
fold philosophy : 

“1. To strengthen the position of 
foundation products — regular coffee, 
desserts, cereals, frozen fruits and 
vegetables, etc. 

“2. To husband profits and do a 
‘realistic’ job on mature products— 
such as baking powder and tapioca. 

“3. To give major marketing sup- 
port to promising products of high 
potential—such as soluble coffee, in- 
stant desserts, specialty frozen foods, 
a new canned dog food. 

“4. To add—either through GF 
research or acquisiticn of other busi- 
nesses—new items with promise of 
good potential.”’ 

Among newcemers currently ap- 
pearing are Good Seasons salad dress- 
ing mix; a seventh “delicious flavor,” 
Apple Jell-O; three Swans Down 
Instant cake mixes, coffee-flavored 
Instant Postum, Jell-O Coconut 
Cream Instant pudding; new Birds 
Eye frozen meat products, and new 
Kool-Aid flavors. 

Note that word Jnstant. 

On a trip abroad last year Morti- 
mer learned that the average German 
housewife spends six hours preparing 
three meals a day for her family. The 
average U.S. housewife spends 75 
minutes! ... 

Two years ago, Mortimer explains, 
GF launched a “classification pro- 


gram,” seeking long-term profits from 
newer products “more in key with the 
times . . . The trick is to put your 
promotional funds behind products 
in their robust youth that really have 
an unlimited horizon.” Many such 
products, with “built-in maid serv- 
ice,” save the housewife “hours of 
work,” 

Baking powder, in contrast, he calls 
a “hot-stove item.”” Women have to 
work with it. Calumet will not get 
major promotional emphasis. 
Swans Down today is busier with 
mixes than with flour. 

One GF classification is “green, 
yellow and red light products.” 
Among the “red” products are those 
in industries where the company found 
it was biting off more than it could 
chew. In recent years GF has retired 
from the shrimp and oyster businesses, 
has sold Diamond Crystal salt and 
Snider condiments. Snider, Mortimer 
says, is “an offshoot of the canning 
business . . . and we didn’t want to 
compete in that. We have enough 
competition in all the other industries 
in which we're engaged.” .. . 

Search for new products is being 
carried forward under Vice-Presidents 
Ray Schmitz and Roy Walters, in a 
Central and 12 divisional laboratories 
and through a New Products depart- 
ment, launched in fiscal 1954. In the 
last year General Foods spent $5.8 
million on laberatory research. 

Meanwhile, at Tarrytown, N. Y., 
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MANUFACTURING SALES in June continued at near- 
levels despite a slight decline 
deliveries which had sparked the upswing since last Fall. 
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in automotive 


The demand for fabricated metal products, machinery, as 
well as steel, remains strong although vacation slowdowns 
will affect July output levels. 
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in your 
merchandising — 


Flag down prospects... 
turn ’em into customers 
with H&D ‘‘Selmor®”’ Displays. 


HINDE & DAUCH 


Division of West Virginia Pulp and Paper Company 


Sandusky 16, Ohio 


WRITE FOR FREE BOOKLET—"'HOW TO SELECT VENDING DISPLAYS''—HINDE & DAUCH, SANDUSKY 16, OHIO 
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a few miles from the White Plains 
HQ, the company plans a Research 
Center. In addition to seeking specific 
products, Mortimer points out, the 
Center will make “far-reaching 
technical explorations . . . to discover 
new business opportunities.” 

“Tomorrow's foods,’ Mortimer 
tells SM, “more than ever will fit the 
habits and the lives of people — the 
trend, for instance, toward more lei- 
sure time. Right now we're in the 
midst of a coffee-and-dessert revolu- 
tion. Others are coming along... 

“Despite everything that science 
does to create synthetic foods, people 
will still eat for enjoyment.” 

GF’s president doesn’t think people 
will go for foods made from wood or 
seaweed, or that nuclear radiation 
will replace other preservatives. The 
idea of scientists carrying once-irradi- 
ated hamburgers around in their poc- 
ket for months he finds (not alto- 
gether because of GF’s stake in frozen 
foods) quite unappetizing. 

Every new product involves risk 
. . . But in a competitive, dynamic, 
ever-developing economy, Mortimer 
believes, the risk is a lot less than try- 
ing to stand still with the old ones: 
“Of course, it takes a long time to 
perfect a new product, and then a lot 
of planning and effort and money to 
get people to go for it. (And even 
then there will always be some people 
who prefer to squeeze their own 
orange juice.) 

Tomorrow’s products need not all 
be foods . . . Although GF has always 
been predominantly in the packaged 
grocery business (ElectriCooker is an 
exception), Ray Schmitz says “we’re 
willing to look at grocery—and even 
other products — beyond our present 
scope ... The first criterion is a prod- 
uct in tune with tomorrow — which 
the skills and salesmanship of General 
Foods might make the most of.” 


Strong Sales Efforts 
Aimed at Leadership 


General Foods does not reveal the 
breakdown of its $825 million volume 
into product lines. (Coffee, however 
now represents more than one-third 
of the total. Birds Eye is estimated at 
more than $150 million.) 

But in most lines or industries, 
GF has more “firsts” than otherwise: 

Among 1,200 roasters, with 1,500 
brands, Maxwell House and Instant 
Maxwell House, are out in front. 
Birds Eye outsells 1,199 competitors. 
Jell-O. leads in gelatin desserts; 
Gaines in dry dog food (now supple- 
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mented with a canned “wet” prod- 
uct); Calumet in baking powder; 
Log Cabin in table syrup; Kool-Aid 
in powdered beverage mixes; Frank- 
lin Baker in coconut ... And such a 
“specialty” as Minute Rice tops pre- 
cooked rices.” 

On the other hand, GF’s Post 
cereals are outsold by Kellogg. Al- 
though Walter Baker leads in cook- 
ing chocolate, its over-all chocolate 
volume is small compared with Her- 
shey’s $160 million. Among cake 
mixes Swans Down is far outsold by 
General Mills and Pillsbury (which 
now run neck-and-neck for first 
place). 

Under the new “pattern” General 
Foods has set out both to hold and to 
gain sales leadership with older prod- 
ucts... and to win it with new ones. 

Ed Ebel, v-p for marketing, has 
shown GF’s divisional marketers that, 
according to Nielsen Food Index 
records, of 100 foods sales leaders a 
dozen years ago, 27 have lost their 
No. 1 spot. Those that stayed on top, 
or climbed to it, Ebel said, had ‘fan 
open mind and an aggressive policy 
toward innovations.” 

GF must use “courageous ingenuity 
in marketing.” 


GF Out to Win 
Foreign Markets 


General Foods has undertaken what 
President Mortimer calls a ‘cautious 
but positive expansion in other coun- 
tries.” 

In the last year — excluding the 
Canadian subsidiary — International 
Operations, under V-P George Bry- 
son, did only 3% of GF’s sales . 
But this was still $25 million. 

Much of the $25 million is sold by 
the English subsidiary, Alfred Bird 
& Sons Limited. Several U.S.-devel- 
oped products, such as cake mixes, 
are now being introduced there. 

But GF also has “a business in 
South Africa, and in Ireland,” Mor- 
timer explains, ‘and we are exploring 
markets in West Germany.” ... A 
plant for Bireley’s orange drink is 
being built in Japan. ““The Japanese,” 
says Charlie, “think it is the greatest 
soft drink. They use more of it than 
any other beverage, except beer.” 

As a leading coffee roaster GF 
also has become the largest customer 
of such countries as Brazil and Co- 
lombia. On the basis of “reciprocity” 
alone, the company should make head- 
way in Latin America, where some of 
its products now are being sold. 

The End 
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Prominent Users of Strathmore Letterhead Papers: No. 117 of a Series 


WHAIAM SKINNER © BONS 6 Fer ome ran ee tae Cem ow 


A time for QUALITY 


As brides wear gowns of Skinner satin, so important firms write let- 
ters on Strathmore paper. Their reasons are similar and absolutely 
valid: they both want quality when quality is traditional. It is also a 
tradition, and a good one, that the character of a company is implicit 
in its stationery. Thus the choice of Strathmore — surely superior by 
the most demanding standards—by innumerable prominent firms. 
It might well and wisely be your own choice. Have your supplier 


show you samples of your letterhead design on Strathmore papers. 


William Skinner & Sons has manufactured fine 
fabrics for 107 years. Bridal satin has become syn- 
onymous with Skinner ; and its many other fabrics 
are standards in their field. In its vast Holyoke 
Mills, Skinner research constantly pushes forward, 
designing increasingly better and more useful 


fabrics for tomorrow. 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE THIN PAPERS: Strathmore Parchment Onion Skin, Strathmore Bond Onion 
Skin, Strathmore Bond Air Mail, Strathmore Bond Transmaster. 


STRATHMORE 


MAKERS OF FINE PAPERS 
Strathmore Paper Company, West Springfield, Massachusetts 
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, RELA < just phone 


manpower Sue 


for 


temporary 
help! 


Dial your problems away. 
Manpower, Inc., em- § 
ployees will solve your 1 
temporary, seasonal, peak 
load, emergency and va- § 
cation problems. 


a 


Win 


DIRECT MAIL SERVICE 
% Addressing, Stuffing, Mailing 
% Duplicating Work 
*% Automatically Typed Letters 
*% Lists Compiled, Maintained 
*% Complete Letter Shop Service 


TELEPHONE SECRETARIAL SERVICE 
M f Y fics 


SURVEYS 


l* Consumer and Market Surveys 


*% Sample and Premium Distribution 
%® Your Product Inventoried on 
ustomer’s Premises 


You eliminate cost of . . . hiring, payroll J 
records, taxes, insurance, unemployment and 
workmen's compensation claims, holiday pay 
— fringe benefits. 

Use our Personnel and Equipment . . . for J 
4 hours, a day, a week, a month or longer. i 
You pay only for hours actually worked. 
Our employees are fully bonded and insured. 


NEW salespower, inc. 


For further information write 
Milwaukee 3 
Wisconsin 


Que n 50 


b nancheds coa4d fa caasd 


manpower, inc. 


DIRECTOR OF SALES 


Midwest firm manufacturing light 
sheet meta! stampings and machined 
items needs Director of Sales to organ- 
ize and improve sales programs and 
assist in product development. This is 
a challenging opportunity for an ag- 
ressive, seif-starting sales executive. 

equire broad administrative and sales 
experience, preferably in automotive 
or appliance fields. Helpful if saies 
background is strong in engineering 
of products for customer needs. Must 
have successful record, including mul- 
tiple product sales effort, sales analy- 
sis, product analysis and development, 
administration. Compensation open. 
Torwesieg and ie ur 4 training. 
Age 40-50. Reply in detail, in confi- 
dence, Ene core record. 

x 3132 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Aluminum Company of America . . . 
Harry L. Smith, Jr., to sales v-p. 


The American Crayon Co... . 
Paul F. Heile to sales manager. 


Cluett, Peabody and Co., Inc. . . . 

George A. Steers to director of 
sales and advertising, Sanforized 
Division. 


Green Giant Co. ... 


David Pierson to director of sales. 


Pabst Brewing Co... . 
R. E. Anthony to general sales 
manager, Tap-A Can Division. 


Prince Gardner Co... . 

Hall W. Whiteaker to president ; 
started in 1929 as a salesman, then 
became sales manager and executive 
v-p in charge of sales. The firm is a 
subsidiary of Clarence Whitman and 
Sons, Inc. 


| Seaife Co. ... 

W. J. Chappell to national sales 
manager, Timken Silent Automatic 
Division. 


Sunbeam Corp. . . . 
Cliff Mendler to sales manager, 


| Electric Appliance Division. 


J. Walter Thompson Co... . 
Norman H. Strouse to president. 

He succeeds Stanley Resor, president 

since 1916, who became chairman. 


Washington Candy Co... . 
Clarence H. Flint to v-p sales. 


| White Motor Co... . 


P. E. Tobin to general sales man- 
ager, Truck Division. 


Yates-American Machine Co. . . . 
Walter E. Schutz to sales manager, 
newly formed Power Tool Division. 


WANTED 
ADVERTISING-MARKETING 


Young man, 30-40, with flair for sales thru adver- 
tising and sales promotion. Have creative ideas on 
direct mail programs aimed at dealers-jobbers. 
Develop trade and consumer catalogs, displays, etc. 
Ability to evaluate trade magazine advertising in 
conjunction with our agency; purchase printing. 
Minimum 5 years experience above duties, prefer- 
ably with manufacturer of consumer merchanical 
household specialties sold nationally through hard - 
ware, electrical, building supply distributors. Be 
top assistant to Sales Manager. Old established, 
medium size, independent manufacturer. Location 
Western N. Y. Submit complete resume. Confi- 
dential. Box 3130 


SALES MANAGER 


We are a recognized manufacturer of 
consumer hard lines, with an opportunity 
for a Sales Manager with hard lines ex- 
perience such as power tools, appliances, 
garden or farm equipment, etc. Must 
know wholesale merchandising through 
jobbers. May also assume some general 
management duties if experienced at 
that level. Medium size plant located in 
Gulf area. Salary and incentive appropri- 
ate to seapioeathtlas. Age 35-50. You 
are urged to investigate this opportunity 
in confidence if you meet the above 
experience requirements. Box 3131. 


SALES MANAGER 
PAINTS——CHEMICALS 


Recognized manufacturer of heavy 
process equipment in Ohio needs 
qualified Sales Manager. Prefer 
experience in directing sales to 
paint and/or chemical industries. 
Must be capable administrator. 
Chemistry or chemical engineering 
trairiny desirable. Age 35-45. Sal- 
ary and incentive attractive. Your 
reply treated in utmost confidence. 
Box 3133. 


SALES MANAGER 


Large eastern brewery has open- 
ing for top flight sales manager 
to head division. 


This is an excellent opportunity 
for the man who is looking for 
a challenging position with un- 
limited growth possibilities. 

Negotiations will be held in 
strict confidence with special ar- 


rangements for men _ presently 
employed. 


Box 3134 
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Allied Van Lines, Inc. 
Agency: McCann-Erickson, Inc. 


American Airlines, inc. ............ 3rd Cover 
Agency: Lennen & Newell, Inc. 


Appleton Post-Crescent 
Agency: The Brady Company, Inc. 


Architectural Record 


Associated Business Publications 
Agency: Media Promotion Organization, Inc. 


Bloomington Daily Pantagraph 
Agency: The Biddle Company 


Booth Michigan Newspapers 
Agency: The Fred M. Randall Company 


Buffalo Courier Express 
Agency: Baldwin, Bowers & Strachan, Inc. 


Building Supply News 
Agency: Arthur R. MacDonald, Inc. 


The Burkhardt Company 
Agency: E. C. Watkins & Company 


Chicago Sun-Times 
Agency: John W. Shaw Advertising, Inc. 


Chicago Tribune 
Agency: Foote, Cone & Belding 


4th Cover 


Chilton Company 
Agency: The Aitkin-Kynett Company 


Civil Engineering 
Agency: The McCarty Company, Inc. 


Cleveland Press 
Agency: Fuller & Smith & Ross, Inc 


Construction Equipment 
Agency: Hazard Advertising Company 


H. S. Crocker Company 
Agency: John S. O'Rourke Advertising 


Dallas Morning News 
Agency: Randal! Perry Advertising 


Dell Publishing Company 
Agency: Robert W. Orr & Associates, Inc. 


Des Moines Register & Tribune 
Agency: The Buchen Company 


Detroit News 
Agency: W. B. Doner & Company 


Doval Sales Company 
Agency: Fradkin Advertising, Inc. 


Ebony Magazine 
Agency: Allan Marin & Associates, Inc. 


The Elks Magazine 
Agency: The McCarty Company, Inc. 


Federated Publication (Lafayette 
Journal & Courier) 


Agency: Denman & Baker, Inc. 


Greensboro News & Record 
Agency: Henry J. Kaufman & Associates 


Grit Publishing Company 
Agency: Gray & Rogers 


Frederick E. Gymer 
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ADVERTISERS’ INDEX 


Jam Handy Organization, Inc. ...... 2nd Cover 
Agency: Campbell-Ewald Company 


Hearst Advertising Service 
Agency: Charles W. Hoyt Company, Inc. 


Hile Damroth, Inc. ........-0ceeeeeceee 


Hinde & Dauch ..... 
Agency: Howard Swink Advertising Agency, 


The Schuyler Hopper Company 


Indianapolis Star & News 


Agency: Caldwell, Larkin & Sidener- 
an Riper, Inc. 


KFMB-TY (San Diego) 
Agency: Patten-Holloway 


Keeney Publishing Company 
Agency: W. J. Williams Advertising Agency 


Kleen-Stik Products, Inc. ...... ey ee 
Agency: Burlingame-Grossman Advertising 


Los Angeles Times 
Agency: Smalley, Levitt & Smith 


Louisville Courier-Journal & Times 
Agency: Zimmer-McClaskey Advertising 


McGraw-Hili Publishing Company 
Agency: Fuller & Smith & Ross, Inc. 


Cee, Gils Sica iekesie cebchsvesce 110 
Agency: Bozell & Jacobs, Inc. 


Mayfair & Lennox Hotels 
Agency: H. George Bloch Advertising Company 


Miami Herald 
Agency: August Dorr Arivertising 


Midwest Farm Paper Unit 
Agency: Olmsted & Foley 


Mill & Factory 
Agency: Hazard Advertising Company 


Milwaukee Journal 


Agency: Klau-Van Pietersom-Dunlap & 
Associates, Inc. 


Minnesota Mining & Manufacturing 
Company 
Agency: Batten, Barton, D 


NBC-Film Division 
Agency: Grey Advertising Agency, Inc. 


National Business Publications, inc. 
Agency: G. M. Basford Company 


National Cor Rental System, Inc. ........ 
Agency: Gene Rison & Associates 


New Yorker Magazine 
Agency: Anderson & Cairns, Inc. 


New York Journal American 
Agency: Bernice Fitz-Gibbon, Inc. 


New York News 
Agency: L. E. McGivena & Company 


New York Times 
Agency: Lewin, Williams & Saylor 


North American Van Lines, Inc. ......... 97 
Agency: Applegate Advertising Agency 


Orlando Sentinel-Star 
Agency: Hammond, Inc. 


Penton Publishing Company 
Agency: Beaurnont, Heller & Sperling, Inc. 


Petroleum Week 64A-B-C-D 


Agency: Fuller & Smith & Ross, Inc 


Portiand Oregonian 
Agency: Cole & Weber 


Purchasing 
Agency: Hazard Advertising Company 


Railway Express Agency 
Agency: Benton & Bowles, Inc 


Remington Rand 
Agency: Leeford Advertising Agency 


Reynolds Metals Company 
Agency: Buchanan & Company, Inc 


Riverside Daily P-ess-Enterprise 
Agency: C. B. sneau Advertising 


Sales Meetings 


San Bernardino Sun-Telegram .. 
Agency: C. B. Juneau Advertising 


San Diego Union-Tribune 
Agency: Barnes Chase Company 


Sickles Photo-Reporting Service 
Agency: M. D. Lasky Company 


Sioux City Journal & Tribune .... 
Standard Outdoor Advertising Company .. 86a 
Agency: Calkins & Holden, Inc. 


Standard Thermometer Company 
Agency: Burvill & Cox 


Strathmore Paper Company ..... 
Agency: Abbott Kimball Company 


Thomas Publishing Company 
Agency: W. N. Hudson 


Troy Record Newspapers 


U S News & World Report 
Agency: The Caples Company 


United Van Lines, Inc. .... 2666s ceeeeee 
Agency: Kelly, Zahrndt & Kelly, inc 


WHO-AM (Des Moines) 
Agency: Doe-Anderson Advertising Agency 
Westinghouse Broadcasting 
Company, Inc. ....-.+ eee cee es ceereee 90-91 
Agency: Ketchum, MacLeod & Grove, Inc. 


Winnebago Newspapers 
Agency: Cummings, Brand & McPherson 


Worcester Telegram Gazette 
Agency: C. Jerry Spaulding, Inc 


World Wide Art Studios 
Agency: Merrill Kremer, Inc. 


Young & Rubicam, Inc. .... 6.6.65 0008- 66 
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THE SCRATCH PAD 


By 7. Harry Thompson 


“Before 


” 


Baseball-season version: 
you could say ‘Jackie Robinson.’ 
° 
“Whatever Lola 
Gets.” Lola Brigida? 
7 
At Las Vegas, you make your bid 
and lie in it. 


Wants, Lola 


Smirnoff introduces a new drink 
with a parody: “Who put the vodka 
in Mrs. Murphy’s orange-juice?” 

. 

TOMATO-PIE ADDICT: A fellow who 

is going to pizzas. 
° 

MEMORY: About the only thing 
left to be taxed.—Raymond News- 
maker. 

© 

Speaking of taxes, Public Service 
Electric and Gas Co., Newark, has 
issued an informative booklet on the 
advantages of The Garden State. 
Title: ““Take a Look at New Jersey 

. the Crossroads of the East.”’ 

There is no individual state in- 
come-tax, no state corporation in- 
come-tax, no state unincorporated- 
business tax, no state sales-tax in 
Jersey. Pennsylvanians, threatened 


with new, sockola taxes, will read 
the booklet with more than neigh- 
borly interest. 
ADVERTISING AGENCY: 
every prospect pleases. 
* 


Where 


Add similes: ““As common as a TV 
award.” 
+ 


Nice writing by Anne Morrow 
Lindbergh: “With envy and admira- 
tion, I observed the porcelain perfec- 
tion of their smoothly ticking days.” 

. 


Before he and the Mrs. sailed for 
Europe this summer in the Queen 
Mary, Orville Reed, direct-mailer of 
Howell, Mich., batted out a nice 
brochure with the title: “Who is this 
guy Reed?” Reed is worth reading, 
you ll expect me to comment. 

. 


No, Herman; Valley Forge Beer 
isn’t likely to go for your slogan: 
“Accept no Valley Forgeries.” 

. 

I see Cryptograms liked a columnar 
quip: “Two heads may be better 
than one—but not on the same body.” 


Adolph Fibel, West Coast district 
manager for Vigorelli Distributors, 
sends his daughter Susan’s version of 
the “Is dis da blace?’”’ routine men- 
tioned here: “Dere’s no blace like 
dis heah blace neah dis heah blace, 
so dis heah blace must be da blace.” 

* 


Harry Altheide, exec. v-p of Globe 
Roofing, Whiting, Ind., tells me his 
firm has been using the gone-with- 
the-wind theme for years to promote 
WINDlok shingles. Nice tie-in. 


National of Hartford Group is 
now promoting the ‘Protection 
Agent” as distinguished from the 
standard “insurance agent.” An im- 
provement, I think. J. M. Hickerson, 
New York, is the agency. 

° 


Washington’s Carl Randel sends 
six (count ’em!) sentences using all 
26 letters of the alphabet. I like this 
one: “Extremely low zither music, 
jerking and quavering, baffled the 
police.” 

” 

Molly Goldberg has a nice Bronx 
malapropism for the fellow who 
butters-up the boss: “He kissed the 
boloney-stone.” 

+ 
Jersey intersection: 
“Cross Road. Better Humor It.” 
Speaking of intersections, I think 
traffic-circles are works of the devil. 

* 


Sign at a 


We carnivores who can’t pass up 
a thick, juicy steak (especially on an 
expense-account) might remind our- 
selves that the most powerful of all 
animals, the elephant, is a vegetarian. 


Advertising: Tool of Selling 


Every time a capable copywriter sits at his typewriter, business 
figuratively sits for its portrait. What comes out of the little 
machine is a colorful canvas, a backdrop for sales, a setting 


of the stage for the flesh-and-blood salesman. 


It is certain that none of us ever looked upon the face of 
Lincoln in life. Yet we know the man and his moods, his 
struggle against heartbreaking odds, and his tragic end that 
caused a contemporary to eulogize: “Now he belongs to the 
ages.” Through the medium of picture and text, we came to 
know the martyred President and would have recognized him 
anywhere. 


When sound was added to older media, through movies and 
radio, we came to know another President even better. Franklin 
Roosevelt's voice and vivid personality were stamped upon 
millions who never saw him in the flesh. Further, the face and 


the voice have been preserved on film for generations yet unborn. 


The advertising of a product works in much the same way 
that great figures of history have come down to us. Advertising 
in its many forms is a tested tool of selling that today’s salesmen 
keep in their kits. Just as organized labor recognizes automation 
as a friend instead of a competitor, so salesmen accept advertising 
as a sort of bulldozer that clears a path for them. 


Advertising is not intended to replace salesmen, any more 
than guided missiles are intended to replace foot-soldiers. Ideally, 
in both instances, they work as a finely integrated team. Like 
plasma and whole blood, it is hard to say where advertising 
leaves off and personal selling begins. They are fluids from the 
same circulatory system. Make your firm’s advertising work for 
you as a tested tool of selling. Save your muscles for golf! 
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Mow manuals depend ow 
AMERICAN AIRLINES A/RFREIGHT 
whew developing mew mankg- 


Why? Because they find Airfreight’s ability to make 
deliveries in hours greatly minimizes the importance of time 
and distance in the determination of new markets . . . 


in increasing sales. : = 


Only American serves two thirds of the top 30 retail 
markets—all 23 of the top industrial states. For information, 
wire collect to: American Airlines, Inc., Cargo Sales 


Division, 100 Park Avenue, New York 17, New York. 


Why do people who don’t have 
babies buy 20% of the 
baby food sold in Chicago? 


| Jones of the Jones Baby 

A> Food Company beamed an execu- 

tive type smile. (Those names are 

fiction, but this story deals in facts 

ee — nothing but the facts.) The Jones 

Baby Food Company had never 

had it so good. Sales were even 

outdistancing the stork. A look at the sales chart 

showed that they were selling applesauce — even 

pureed spinach — in neighborhoods that hadn’t 
heard a baby’s cry for forty years. 


But Mr. Jones couldn’t help wondering why. 


So one day when President Jones aS 
was playing golf, he pitched a ques- et 
tion to his pal Joe. ‘‘Joe,”’ asked he, 

“why do you suppose. ..etc.,etc.?” 


Now when Joe wasn’t playing golf, he sold adver- 

tising space in the Chicago Tribune. So when he 

got back to the office, Joe went down the hall to 
the great big office with 
“Manager of Research 
and Presentations” 
painted on the door. 
And Joe asked the M. 
of R. and P. why did 
he suppose. 


After sending out his spies, and 

conferring with the Sales Develop- 

ment Division, the M. of R. and 

P. came back with the answers: 

Babies aren’t the only people who 4 
don’t have teeth. And there are lots of invalids 
who have to stick to special diets . . . and people 
looking for small servings of vegetables and fruit. 
And all of these people bought baby food. In 
fact, one out of five buyers of baby food in Chicago 
didn’t know a diaper from a bassinet. 


This story is true—and it’s a typical example of 


P. S. Always remember. . . 


how the Chicago Tribune can answer your sales 
or marketing questions about Chicago. 


Nobody knows Chicago like the Tribune. 


We have spent several million e2 
dollars to find out what kind 

of people live here, what they fou 
do, where they shop, what “me 


they buy and why. Through 

the research service of the Chicago Tribune, you 
can determine the important facts and figures 
that vitally affect your sales in Chicago. 


Nothing sells the Chicago market like 
the Tribune. 


Chicago and the adjacent 206 counties of 

Chicagoland comprise a retail market valued at 
$17 billion. And the best way to 
sell it is through the advertising 
pages of the Tribune. Does adver- 
tising in the Tribune pay? Just 
ask RCA or Armour, Standard Oil 
of Indiana, or United Airlines. 


People may praise the Tribune, D 

fuss about it or blast it—but 

reading the Tribune in Chicago 

is just like drinking tea in va 
London. Almost everybody does it. Everybody 
feels its impact. Practically 3 out of 4 families 
in the Chicago metropolitan area read the Tribune 
—almost half of all the families in 840 midwest 
cities and towns read it. (And only 12% of 
metropolitan Chicago gets the largest national 
magazine —and less than 1 out of 10 tunes in on 
an average evening T'V program.) 


So if you want to know something about 
Chicago, call in a joe from the Chicago 
Tribune and put him to work finding out. 


If you want to SELL Chicago 


res. chicago in he Chicago Tribune 


